
B MARCH I960 
40< m copy • SB m ymmr 



SPON SOR 



HE MAGAZINE RADIO/TV ADVERTISERS USE 



^^■thei 



! This Gal' s Loaded. ..in the Land of Milk &;i(oney! 




i 





BBDO BUILDS 
A PRE-EMPT 
TV NETWORK 



i 



Agency's clearance ui 
prime time on 70 I\ 
stations for upcoming 
show is talk of trade 



Page 29 

New summer 



Have you met 
Miss Tillie Vision, 
our trade mark 
here at WBAY? 




p stacked with ammunition, 
nel 2 for greatest coverage 
for greatest Network . . . 
s of small cities and 
sands of big dairy farms. 

000 Tillie Vision homes ! 




rate cards 
for spot t) 

Page 32 



A hectic day in 
the life of a 
station manager 

Page 34 




Why most researcr 
material goes into 
the wastebasket! 

Page 38 / 




ELEVEN MILLION people 
did in 1959-and in our 
area, more of them tuned 
their auto radios to W'GTO 
than to the next 7 sta- 
tions combined!* 

Visitors or natives-they 
all meet at "Radio Florida, 
located in America's fastest 
growing interurban area. 

W-GTO-the most 
powerful combination in the nation 

50,000 V/ATTS AT 

•December, 1959 Survey, Conducted by William Wahl 
Associates, Inc., Orlando, Florida 
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TENSE...TERSE... 
TERRIFIC... AND A 





SOLD IN 110 MARKETS TO BIG N 
SPONSORS...BALLANTINE BEER, DUK 
CAMEL. CHESTERFIELD, MARLBORO, 
RICHARD HUDNUT, R.G.DUN CIGARS, 
DIAL SOAP, STUDEBAKER DEALERS... 




) ALL NEW.. .ALL FIRST-RUN HALF HOURS NOW AVAILABLE TO REGIONAL AND LOCAL SPONSORS 

lOHNNY MIDNIGHT 

TARRING ACADEMY AWARD WINNER 

WD O'BRIEN 



ko success is written all over this "top-10" contender. Already sold solid 
the biggest name advertisers: Ballantine Beer (26 markets), Camel, 
esterfield, Duke, Marlboro, Richard Hudnut, R. G. Dun Cigars, Dial Soap, 
debaker Dealers, P&C Food Markets. And sold to the key stations - 
Z-TV Boston . . . WGN-TV Chicago . . .WDSU-TV New Orleans . . .WRCA- 
New York . . .WJW-TV Cleveland plus 105 more across America. Its 
rid is Broadway at midnight. . . background for the intriguing adventures 
actor-turned-detective Johnny Midnight. Produced by Jack Chertok. 



598 MADISON AVENUE. NEW YORK 22. N Y . PLAZA 9-7500 ANB PEIN'CIPAL CITIES EVEKYWHERE 
ILM SYNDICATION Call your MCA representative today. 





BUYING 
DECISIONS 

are made by the 
MATURE AUDIENCE 
saturated by WSPA RADIO 
in the Lower Piedmont 

A mature, adult audience of over 1,082,500 buy- 
ers are blanketed by WSPA RADIO. These people 
are directly influenced by confidence in the solid 
dependability of what they hear on WSPA. 

SEi^VING THE SPARTANBURG-GREENVILLE 
SUPERMARKET WITH CBS. 

WSPA 

AM 950— FM 98.9 — TV 7 

Nafiorai Representatives 
OPGE r HOLLINGBERY CO. 
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38 SPONSOR 'iur\ey of major agency media people determine list of ways )• 
which station research and promotion can be made better, more useabli 

$1,800,000 tv budget 

40 Here's how new product moved from test markets to hea\y tv campaign 
and skyrocketing sales; ad budget, lied to sales, is climbing steadily 

Coming: a trade show for tv commercials 

42 Wallace Ross and sponsor to present nation's first tv commercials show 
18-20 May in New Vork with professional awards, product competition 

FEATURES 



64 


Film-Scope 


9 


Sponsor Backstage 


22 


49th & Madison 


66 


Sponsor Hears 


54 


Xews & Idea Wrap-Up 


11 


Sponsor-Scope 




Newsmaker of the \^'eek 


74 


Sponsor Speaks 


6 








26 


Spot Buys 


54 


Picture Wrap-Up 


74 


Ten-Second Spots 


50 


Radio Results 


24 


Timebiiyers at Work 


72 


Seller's Viewpoint 


70 


Tv and Radio Newsmakers 


44 


Sponsor Asks 


63 


\^'ashington Week 



Member of Business Publications 
Audit of Circulations Inc. 



SPONSOR PUBLICATIONS INC. combined with TV. Executive, Editorial, Circulation Mi 
Advertising Offices: 40 E. 49th St. (49 & Madison) New Yorit 17, N. Y. Telephone: MUrrr 
Hill 8-2772. Chicago Office: 612 N. Michigan Ave. Phone: SUperior 7-9863. Birminrhji\ 
Office: Town House, Birmingham. Phone: FAirfax 4-6529. Los Angeles Office: 6087 Sunst 
Boulevard. Phone: Hollywood 4-8089. Printing Office: 3110 Elm Ave., Baltimore 11 
Md. Subscriptions: U. S. {8 a year. Canada & other Western Hemisphere Countries {' 
year. Other Foreign countries {11 per year. Single copies 40c. Printed in U.S.A. Addrcs 
all correspondence to 40 E. 49th St., N. Y. 17, N. Y. MUrray Hill 8-2772, Published weekl 
by SPONSOR Publications Inc. 2nd class postage paid at Baltimore, Md. 

©1960 Sponsor Publications Inc. 



SPONSOR 



5 MARCH 196( 





we're in fine shape 




at 



DON'T MISS 



WING... 
DA.YTOIM 



MARKET is UP 



SALES are UP 



RATINGS are UP 



Dayton Metro Area population Is now 
719,900 (Chamber of Commerce figures) 



More local business than any other Dayton station. 
National volume for January up 76% over last year. 



Pulse for January, 6 AM to Midnight, shows WING with 
32% of audience, and the only station with consistent 
upward trend over the past year and a half. Hooper 
Index for Dscember-January. 7 AM to 6 PM, shows 
WINS with 29.8% of audience. Next closest has 21.3%. 



1^ ^Jl LT^? cfcre ^J^' satisfied customers are our biggest boosters. 

Set the facts from your East/Man or 
Seneral Manager Dale Moudy. 



robert e. eastman & co.. 




national representative 



stions WCOL, Columbus; WIZE, Springfield, Ohio; WEZE, Boston; and WKLO, Louisville are also AIR TRAILS stations 
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TOM ATKINS REPORTING 
FORT WAYNE'S No. 1 NEWS SHOTS 

NOV. ARB RATING 
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NEWSMAKER 

of the week 



ABC TV look the ivraps off its fall plans last iceek at pres- 
entations in iS'eic York and Chicago. They were elaborate, 
all-day affairs geared to the theme, "Chemistry of Sticcess- 
fill Selling.'' iVhat they shotted is that ABC TV hus really 
mustered this ^'chemistry" and that alFs icell with fall. 

The newsmaker: Oliver Treyz, crew-cut and cyclonic as 
ever, had a busy week as usual fulfilling his duties as president of 
ABC TV. In mid-week, he was a host at the network's presentation 
in New York's Waldorf Astoria, attended by more than 1.000 admen 
Two days later, he held forth at a repeat presentation in Chicago's 
Ambassador East, then roared o£F to Minneapolis to address business 
leaders and broadcasters assem- 
bled to open the 1960 Greater 
Minneapolis and Hennepen Coun- 
ty Red Cross Drive. 

SPONSOR caught him enroute by 
phone, asked, "How's business?" 
"Tv buying is running strong and 
well ahead of schedule," he said. 
'■] believe this is true, not only at 
ABC TV, but at the other net- 
works. Today (2.5 February), 
ABC TV has booked a bigger vol- 
ume of business for the coming 
fall than it had booked for last 
fall at the end of March 1959. We're a good month ahead, and 
this is an important month." This summer, Treyz told SPONSOR, 
would see ^^rtually every ABC TV advertiser staying on the air, 

In Minneapolis, Treyz had quite a few things to say about the tv 
industry and its speed in putting into effect controls and regulations 
on a voluntary basis. He commended the FCC for "approaching the 
problem (avoiding any recurrence of the recent scandals) in a demo- 
cratic manner reflective of the town hall and operating within the 
framework of a free enterprise system." He tossed a public bouquet! 
to admen when he noted that "the advertiser and ad agencies have 
actively participated in this reappraisal of broadcasting." He warned 
against any controls that might cripple tv's growth. 

The ABC TV presentations in New York and Chicago were hosted 
by Leonard H. Goldenson, president of AB-PT and by Treyz. Among] 
the new shows for this coming season (some of which are already 
sold, Treyz told sponsor) are 26 half-hour documentaries based onj 
the memoirs of Sir Winston Churchill; The Islanders, an hour adven-J 
ture series; an adult cartoon show called The Flagstones. Also com-J 
ing up are public affairs specials on such subjects as Japan, Latiok 
America, Korea, Red China, the Eisenhower tours, the summit meet-l 
ing and the national elections. ^| 
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Oliver Treyz 
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CUTTING 

QUITE A FIGURE 
IN DETROIT! 

The 50,000 Watt CKLW Story 
Since September 



riEM: * Pulse— audience up 69 of 72 
quarter-hours. 

ITEM: *Hooper— audience up 150%. 

ITEM: *Coverage— still a tremendous 

"plus" of lisieners in 188 counties, 
39 markets. 

C K L W 



50,000 Watts - 800 KC 

Essex Broadcasters, Inc. 

Guardlon Building Detroit 26, 

Robert E. Eastman & Co., Inc. 

Notionol Rodio Representotive 

"^W, (Mne even,— 

*Pulse — Aug. vs. Dec. 
* Hooper — July-Aug. vs. Nov. -Dec. 



>* n 3 3 s 



|i3.|8n»tai<« 

'<|iit'ti|bpi«>ii»jici':~»jf 
<«'«-'U,iia<i(«li! 'r22™«. 



J. E. Compeou, 
President 





i±eline: The Wot-ld 



Had Tolz. Germany — Oklahom^ns 
with the Army's 10th Special Forces 
(iroup speak to the folks at home via 
Hruu- Palmer and KWTV 




Chicago, Illinois- 
Coverage of Oklahoma's 
delegation to the 
Democratic Convention 
is complete with film 
bv KWTV News. 



A history-making Presidential Tour— 
& national political convention — 
ft tornado's havoc in Oklahoma — 

fhere f here's NEWS 
. . . ihere's KWTV! 

during the past four years. KWTV News 
director Bruce Palmer travelled 65,000 miles 

four trips to the Middle East, Far East, 
'urope and South Asia for on-the-scene film 
ports to KWTV's 54 County Community 

'o round out its newsgathering facilities, 
'WTV utilizes: 

Statewide network of KWTV ncwsfilni 
correspondents 

UPI news and telcphoto services 

Radio dispatched cars, aircraft 

his complete news coverage is an 
ample of the exceptional services 
'sponsible for viewer loyalty in the 
WTV Community. 




KLAHOMA CITY 



OGAR T. BELL, General Manager 
^CK DeLIER, Sales Manager 

Reprtsenled by 
The Ortginat Station Refitestntative 




by Joe Csida 



at 




Tv's need: more Standard Oil of N. J.'s 

I ve got to go way back to tlie noontime we 
had Sain Gold\v)n and Ed Murrow on the lunch- 
eon program before I can think of a more amus- 
ing talk than that delKered to the Fiadio & Tele- 
vision Executives' Society by Howard Lindsay 
last Thursda) . Mr. Lindsay, of course, is a no- 
tably successful producer, an esteemed and high- 
K- capable director and a writer of considerable 
talent, as well as a first rate actor. His speech was really a series of 
theatrical anecdotes, delivered with gentle albeit authoritative charm 
and great good humor, and \ et he brought out at least one thought 
which free television advocates on every level may give serious 
consideration. 

He is an inveterate watcher of drama on television, he said. And 
he has seen some of the most magnificent performances of his long, 
illustrious career right on that \ ideo tube. Yet, as often as not, the 
whole mood of a virtuoso performance was destroyed for him by a 
discordant, low-intelligence le\el commercial between each of the 
acts. 

"This practice on television's part, ' said Mr. Lindsav, "mav some 
day help ]3ay-tele\ ision come into being." 

Coiu-iueters sproul in Etohicoke 

I don't know what will or will not cause the eventual success of 
pay-television, if indeed, it is to become successful eventually. I do 
know, as I've said in this space from time to time, that a number of 
bright men, and well-financed resourceful organizations are working 
hard to bring pay-t\' into successful being. 

The latest ex])eriment. of course, is currently about to be kicked 
off in a suburb of Toronto, Ontario, Canada, called Etobicoke. Here 
the Trans Canada Telemeter Corp. begins a pay tv service on 26 
February. It is an odd coincidence, I think, that the major pay- 
television experiments seem to be made in little towns, of which we 
are generally not too aware. The last big experiment, if I recall 
correctl\ without checking my back columns or the records, ^^a- 
held in the little Oklahoma oil town of Bartlesville. 

And, like the people in Bartlesville, the Trans Canada Telemeter 
men are experienced and highly successful motion picture theater 
operators. They run close to four hundred Canadian movie houses, 
and in addition own large pieces of three television stations in Que- 
bec City, Quebec (2) and Kitchener, Ontario. Like the Bartlesville 
people, too. the Trans Canada group is betting its chips primarih on 
the appeal of movies, interspersed with occasional li\e entertainment 
and sporting e\ ents. 

The Trans Canada Telemeter Corp. is a di\i.~iini of Famous Pla) - 
t Please turn to page 10 t 
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i pendent 
diences! 




A. C. Nielsen recently stud- 
led his entire New York 
sample, both Audimeter and 
Recordimeter — Audilog 
homes, and found "no sig- 
nificant difference" between 
the kind of people who 
watch WPIX-1 1-New York's 
leading Independent station 
—and New York's leading 
Network station. 

The Nielsen "WPIX AUDI- 
ENCE PROFILE" study pro- 
vides a direct comparison of 
audiences for the prime 
qualitative categories of: 

FAMILY INCOME 

HOME OWNERSHIP 

AUTOMOBILE OWNERSHIP 

SIZE OF FAMILY 

AGE OF HOUSEWIFE 

OCCUPATION, HEAD OF 
HOUSEHOLD 

from 7:00-11:00 PM, seven 
nights a week. 
Qualitatively they are equal. 

As Nielsen states: "NONE 
OF THE COMPARISONS 
YIELDED A SIGNIFICANT 
DIFFERENCE!" 



Thy "coment" of a rating point on wpix-11 and the top 
network- station in New York is the same! Nielsen 
proved that incomes, home ownership, ages, jobs 
etc. follow identical patterns.* The reason 
ln;rical and understandable. WPix-11 is pro 
irannned like a Network station with net- 
A'lrk-proven and network-quality shows ■ 
vf.ry half-hour, everj- night. This wpix-11 



<i. .\,l•l^•r^ (Junlilalivr Studi/ for WTIX-ll 




"network look" brings increased sales impact to j'our 
commercial messages — makes them more receptive, 
effective, more productive. 
ere are your 60-second commercials tonight! 



more i 



WIPES 




neiu 
york 



. [fctailn ttpan request. 



<Q]960. W'PIX 
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The open war kIiicIi broke out tins week hotwccii FCC rliairiiiaii John Dorrfcr 
and Rep. Oreii Harris, ohairiiian of the House Legislative Oversight Suboominit- 
toe, is hound to have far-reaching effects on legislation affecting hroadcasting. 

It was a rare case of gauntlet-throwing between a government bureau head and a law- 
making potentate, and the counter-challenges could have v*ide repercussions not only on 
programing contr<d, hut the power of Government over media adverti-iiing itself. 

(For details of this super-significant debate, see WASHINGTON WEEK, page 6.3.) 



About the higgest j)iece of new husincss activity in spot the past week eaiue 
from Selilitz (JWT Chicago) : lots of radio markets and sizable budgets at na- 
tional rates. 

Other radio buying included: Kleenex (FCB Chicago); Robin Hood Flonr and 
Campana's Bantron (Kastor) ; Top Value Stamps (Canipbell-Mithun) . 

Included among the new spot tv buys: American Sugar and M&IM cand\. in sec- 
ondar) markets (Bates); Jiff Peanut Butter and Secret deodorant (Burnett). 

The FTC would now like the drug and cosmetic manufacturers to get together 
on a voluntary covenant regarding advertising claims — a la the cigarette companies. 

So far the response hasn't been what you might even call warmish. 

Spot sellers might do well to keep their eyes on the progress of a c-ouple new 
brands getting their tv trials tuit of Chicago agencies. 

One's a line of shoe polish by S. C. Johnson (NLt^B) and llie other is a Alberto 
Culver hair coloring, Trescme (Wade). 

A prospective innovaticni for spot tv: a group of toy manufacturers co-spon- 
soring a oue-hour Saturday morning show, produced on tape and film, telecast 52 
weeks a year. 

Sparking the project: Friend-Reiss, which handles the promotion for ihe Tt»y Guid- 
ance Council, Inc. The goal is 60-70 markets and the preferred time: 11-noon. 

Iloubigant (Ellington) is making its debut in radio ^ May via the Blair Plan. 
The strategem: 60 spots one week and 30 spots the alternate week over 13 
weeks in 25-30 markets in behalf of the perfumer's April Showers brand. 

The SRA this week estimated that national spot radio hi 1959 billed .$176,705.- 
000, which is up 2.8% over the 1958 tally announced by the FCC. 

Percent changes by quarters sho\vs the fourth one down 1.4%. (For dollar breakdo\vn 
by 19.59 quarters, see RADIO STATIONS in WRAP-UP. page .59.) 



Look for the kingpin users of nighttime tv to do most of their show picking 
for the fall on the basis of ronghent pilots, instead of waiting for the finished item. 

Most of the Hollywood makes won'l he ready for trade showing until April or even 
May. but the accounts like General Foods, Lever and V&C, are pretty well set on 
their new candidates. 
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Reps w»nihl it «iiiite a favor of 'I'ed Bates if the agency w«jul«l steer GrO' 

«'«M-y Store I'rcMliiots, and Food IManufaetiirers Corp., as uell, in some commercial 
direction «>tlicr than piggy-hacking. 

Tlic reps' gripe is not so mucli the economy gimmick — two products riding within a sin 
gle minute of film — as the fact that their stations keep getting complaints from the 
tv code review hoard ahout eonnting such piggyhaeks as a single eominereial. 

Noted tlie review board: if these piggyhackers are preceded or followed by an^ 
«>tlier coiiiiiicrcial they add up to triple spotting. 

Lots of stations have escaped such censure hy scliediding the GSP an«l FMC films 
in islancl positions between network «laytime snstainers or in late films, which has 
been oka) with these advertisers. 

The only fly in the ointment has been this: if one station, say the reps, is disin- 
clined to take these piggyhaeks, there's a competitor, as a rule, ready to aeeept. 

A chunk of tv money that seems at the moment to be without a home is the 
monthly $360,000 that Corn Products had been spending on NBC TV's Riverboat. 

The only one of CP's multiple products that's in tv at the moment is Bosco, which uses 
spot out of Donahue & Coe. 

Network tv's time-preempting specials continue to liobl up well in terms of 
average ratings and average homes. 

Compare the five time-preempting specials in Nielsen's latest pocketpiece with the five 
like show types telecast during the parellel period of 1959 and you'll find these slight differ- 
ences: last year, average AA rating, 27.2, average homes, 9,888,000; this year, average 
AA rating, 26.7, average homes, 9,944,000. 

Following are the time-preempting specials noted in Nielsen's latest pocketpiece: 

SHOW AA RATINGS AA HOMES TIME-TALENT COSTS 

Bob Hope (13 Jan.) 33.2 11,554,000 8130,000 

Jerry Lewis (16 Jan.) 26.7 11.662,000 37.5,000 

Art Carney (16 Jan.) 13.8 .5.921,000 .340,000 

DuPont (17 Jan.) 22.3 9,899,000 390,000 

Pontiac (22 Jan.) 17.5 7,68L000 370,000 

Average 26.7 9,944,000 380,000 

The new campaign on Mennen's Dateline deodorant (Grey) poses a provoea 
tive twist for radio stations: including in a d.j.'s repertoire new pop reeords fur 
nislied by the advertiser in connection with a merchandising plan. 

The records are to be played on the d.j. segments bought by Dateline. There would 
be three of tbeni a week in five flights, starting 14 ]Mareli and ending 18 July. 

N. C. (Duke) Korabangli, judging from a disciisiion hy SRA directors this week, is 
willing to return to the business of compiling inforniution about spot radi 
that is, if certain conditions arc met. 

The conditions: (1) the survey will be limite«l to about 500 stations whose data 
wouhl serve as the nueleus of projected stiulies; (2) the RAB would extend to 
Rorabangli the same financial support be gets from the TvB in connection with 
his tv spot reports ($25,000 annually) ; (3) the RAB and its staff would give him the same 
close cooperation in various respects that he gets from TvB. 

Rorabaugb is of the opinion that the 500 stations would make an adequate sample to 
provide (a) the sort of information advertisers .and agencies want about the users 
of 8p«>t radio and (b) a eross-section of trends, etc., that the sellers of spot radio 
woidil I'lin] helpful in promoting the medium. 
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Count on Ford to buttress its coniniandini; lead of the conii)act car market 
with the unveih'ng of another quality network tv program series this fall. 

Meantime it's committed for Alfred Hitchcock (NBC Tuesday 'J ]).m.j, Tennessee 
Ernie and more of Wagon Train, if it can get it. 

Agencies are gathering the impression that NBC TV is ahont to fall in line 
with CBS TV and set a ninch-curtailed quota on the time that will he available for 
specials during the 1960-61 season. ^ , 

The motivation on NBC's part would be basically two-fold: 

1) Some of the network's major clients aren't as agreeable as tlicy used to 
be about having their time preempted. 

2) The network has a suspicion that one of the reasons ABC TV has been able 
to forge ahead the way it has is because the viewer can find the same show in the 
same period tlirongliout the season. 

Then again, there are such factors as (a) being loaded with a lot of unsold specials 
talent and (b) station affiliate disturbance over reduced compensation that comes with 
one-hour and 90-minute specials. 

This concept of giving more protection to the bread-and-butter account could have 
sharp repercussions on the future status of the entertainment special as a big- 
lime concommitant of network tv. 

Chesebrongli-Pond (JWT) is expecte*! to deci<Ie this week on the future of its 
daj'tinie investment: ^vhether to go ABC TV or remain with NBC TV. 

Favoring NBC: if the account moved before the end of March, it would he shortrated 
8150,000. (Chesebrough's fiscal year on NBC ends in September.) 

3Ieantime it's been a bitter battle of counter offers between the networks. 

If you've vondered lately what would happen to your network daytime show 
if it went traveling, take note of the results of Oneeii for a Day's r<'cent one-w<'ek 
stand in Houston. 

The show hit a 16.7 for that market in Nielsen's January report, whereas that city's 
rating in December was 5.6. 

On top of this the event garnered 41 separate items in the Houston newspapers. 

Of course, such stands are quite expensive. It costs the local underwriter — travel- 
ing, hotel hills and auditorium — about $2.^,000 for the week, 

ABC TV won't spring a surprise if it puts through an over-all rate hike after 
sales are pretty sewii up for the fall: the agencies are expecting it. 

The consensus is that the sweeping increase will be announced around 1 September, 
with a four to six-months" lee^vay for effectiveness. 

ABC TV keeps chipping for more gold in the V&G mother lode. 

Even though it's got the bulk of the P&G nighttime billings. ABC TV's latest pitrli at 
the Cincinnati giant is for inclusion in the daytime empire. 

The nub of the proposal: bv buying three quarter-hours a week on ABC P&G w"ould. 
over a four-week period, hike its coverage to 77.7% of all U. S. homes, or api)roxi- 
mately 31,500,000 homes. 

Here's an estimate of the P&G daytime reach ])er four-weeks as it now stands: 

.NETWORK \VKLy14-HRS. U.S. HOMES HOMES REACHED 

CBS TV 25 47.4 21.093.000 

xVBCTV 9 40-4 17,978,000 

The accumulative homes: 28.059.000, or 65.37^ of all U.S. homes. 
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\\ Ihmi an agt'iicy tliejc «la_vs produces an lionr radio show, that's certainly newt 
antl when an asieru^ sieiids a cre\v abroad to do the job that's a big headline. 

The il(-m: BBDO i? putting together a special program of that length in Dublin foi 
St haefcr Beer for broadcast St. Patrick's Eve over an ABC regional net^vork. 

BBDO also this Meek joined tbe parade of Aiiieriean ageneies expanding thai 
interests into the foreign field via mergers. This one with Dolan, Dueker, Whit 
eonihe «S Stewirt, Ltd., headquartered in London, also Geneva, Paris ani 
Frankfurt. 

The comljine starts off with S8 million in billings, and such accounts as Chese 
hrough-Pond's, Chr)sler International, Nestle, TWA, Unilever, American Cyanamid. 
The company vill be known as BBDO International, Ltd. 
Charles H. Brower is chairman of the board and Patrick Dolan, president. 

After all the bickering about discounts and wooing from ABC TV, Genera 
Foods is taking the recommendation of Benton & Bo\vlcs and remaining with CBS 
TV for next season. 

In addition to the three Monday night half hours, GF will have the Thursday 9-9 :3( 
p.m. slot to itself on CBS come the fall. It's also bu} ing a show from that network. 

How can sellers of selective spot tv best combat the mounting competition 
from network spot carriers? 

Some of tbe agencies in Chicago ^vitb heavy spot investments suggested, whei 
C|uizzed h\ SPONSOR-SCOPE this week, that spot borrow a leaf out of the network 
hook and start selling more at the client level or to agency brass at the account level. 

They also urged that the Chicago reps reactivate their spot development committer 

Say the Chicago reps: We're too deeply submerged into tbe dayd)y-day rontir 
of business to devote any time to creative planning or selling. 

Trendex subscribers will get a lot of newly added information in the re|)0 
due out around 25 jMarcb. 

The data will disclose (a) how much each iiieniber of the family watched a pa 
ticular program, (b) what they thought not only of that episode but the series as 
whole, (c) who selected the show that night, (d) the type of household by age group 
and (el sponsor identification by the person who selected the program. 

Chalk lip Woody Croiise, media buyer at BBDO, Detroit, as having a difFere: 
l)liilosopby when it comes to picking stations for DeSoto- Valiant. 

Ill sum it's this: The quality of a station takes precedence over numbers. Qua 
ity redects management and the only way yon can form a base for buying quality 
by meeting station personnel, revie^ving station presentations and traveling tli 
coniitrv to vie^v and to listen. 



For at least the tv stations in tbe top 50 markets the first quarter of this ye 
should post a new record in national spot billings. 

That's pretty much the consensus of major rep firms crosschecked this week b 
SPONSOR-SCOPE. What's made the first two months rather unusual: the strong paci 
of new business maintained from week to week. It also looks Uke a whopping quar 
ter in national spot for the lead radio stations among the secondary as well as pri 
iiuir-i- markets. That's the way they've been buying so far. 

^ I 

For other news coverage In this issue, »c« Newsmaker of the Week, page 6. 

S|)()t Buys, page 26: News and Idea Wrap-Up. page 54; Washington Week, page 63; SPONSiH 
Hears. i)age 66: T\ and Radio Newsmakers, page 70; and Film-Scope, page 64. 
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In the big eight years, 1950-1958, Food Sales in this big 26-county market 
jumped an amazing 1465?! Now, more than' a third of Florida's total Food Sales 
are made in the area delivered by \\TLA-T\' — the Land of Profit unity! 

Use the blanket coverage of \VFLA-T\' to cash in on the sales opportunity — 
and profit opportunit}' — in America's 26th Retail Sales Market plus 26 counties packed 
\\'ith year 'round buying power from rocketing industrial and agricultural expansion. 



Write us, or consult \'0ur BLAIR-T^' man for top rated availabilities on 
WFLA-T\' — sales powerhouse in the Land of Profitunity. 
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Vbii Miss 1,300,000 
Potential Buyers 
without 




You must aim right or you miss the 
buying power of more than 1,300,000 
Negroes in the Rounsaville Radio coverage 
area . . . consumers with $824,000,000 to 
spend— AFTER taxes! This enormous 
consumer potential can influence the na- 
tional sales picture of any product. And 
NEGRO RADIO, and ONLY Negro 
Radio, can reach them. Over 95% of all 
Negroes listen to radio! Negroes buy the 
products they hear about on their radio — 
NEGRO RADIO. A proper part of your 
advertising dollar nmst go to Rounsaville 
Radio , or you miss this market! Call 
Rounsaville Radio in Atlanta, John E. 
Pearson, or Dora-Clayton in the South- 
east. 




Personal Letter 

Everyone in the world ap- 
preciates recognition. Cer- 
tainly the people to whom 
we program, the American 
Negro, is no exception to 
this rule. That is why we, at 
Rounsaville Radio , program exclusively for the 
Negro with Negro talent. You can make excel- 
lent use of our Know-How to sell your products. 
We'll be happy to help you. We are one of the 
oldest and the largest broadcasters in our 
chosen field. 

ROBERT W. ROUNSAVILLE 

Owner-President 



FIRST U. S. NEGRO-PROGRAMMED CHAIN 
FIRST IN RATING IN SIX BIG MARKETS 

WCIN 1,000 Watts (5,000 Watts soon)— Cin- 
cinnati's only all Negro-Programmed Station! 
WLOU 5,000 Watts — Louisville's only all 
Negro-Programmed Station! 
WMBM 5,000 Watts— Miami-Miami Beach's 
only full time Negro-Programmed Station! 
WVOL 5,000 Watts - Nashville's only all 
Negro-PrOBrammed Station! 
WYLD 1,000 Watts— New Orleans' only full 
lime Negro-Programmed Station! 
WTfflP 5,000 Watts— Tampa-St. Petersburg's 
only all Negro-Proorammed Station! 

BUY ONE OR ALL WITH GROUP DISCOUNTS! 



ROUNSAVILLE 

HADIO STATIONS 

Pti^M REE AT MATHIESON, ATLANTA 5. GEORGIA 

ROP RT w ROUNSAVILLE HAROLD F. WALKER 
* f V.P. iNiflSiletMgr. 

JO Mt PEARSON CO. OORA-CLAVTON 
Southmtern Rep. 



Sponsor backstage {continued from page Ol 



ers Canadian Corp., which actually is the group which runs the thrj 
aters, and FPCC. in turn, is affiliated with International Telemetel 
Corporation and Paramount Pictures. Consequently the Etobicok] 
pay-lv experiment will utilize the Telemeter coin-meter. The TeLj 
meter knob on the set will have three channels, on two of which pwj 
attractions may be seen upon deposit in the slot of the proper ni 
ber of coins. And on the third of which free live shows from th 
Trans Canada studios will be shown. 

The pay channels will show a movie twice a night, or as on 2 
February, a sporting event. This initial sports show has the Toront' 
Maple Leafs playing the New York Rangers in a National Hocke' 
League contest. The Trans Canada people have been called less tha' 
smart for featuring this as one of their kick off shows by a numbe 
of American sportswriters on the grounds that hockey has been seel 
for free on Canadian tv just as it has on American tv, and conse 
quently why should the Etobicokians now pay for it? And also q , 
the grounds that the Rangers are currently in the League cellar an 
do not play a very scintillating brand of ice hockey. 

Personally, I think the sportswriters are wrong on both countj '. 
Canadian interest in hockey is only slightly more rabid than Ameri 
can interest in baseball, basketball and football combined, and th 
Canucks enjoy nothing more than seeing the New Yorkers gi 
cuffed around. 

Experience, judgment backed up with cash 

Free tv advocates, too, are claiming that the Trans Canada crowi 
must come a-cropper with the present experiment. Bartlesville didn' 
work, they say, because the folks of the town could get all the movie 
they wanted for free on their free tv channels. Similarly they poit 
out that Etobicokians are able to receive not only two Canadia 
stations, CELT (TV) in Toronto and CHCH (TV) in Hamiltor 
Ontario, but three Buffalo, New York channels as well (WBEN-T^ 
WGR-TV and WKBW-Tvj . On these five stations the people of th 
Toronto suburb can see more movies than their tired eyes can stara 

All this may be true. I don't know enough about either the Tra 
Canada group or the market to have an opinion one way or anothei 
I do know that the people who run Trans Canada have been in th 
entertainment business a long, long string of years, and that they a 
backing up their judgment and their faith in pay tv with hard an 
substantial cash. 

For example, I understand they've already paid Bell Telephone 
Canada more than a quarter million dollars just to lay the coaxis^ 
cable to service the 2,000 subscribers they claim to have signed it 
Etobicoke. These people are paying S5 to have the Telemeter ire 
stalled, which gives Trans Canada a big SlO.OOO return so far for th» 
$250,000 they've laid out for the cable alone. And they tell nie tha 
nobody in Trans Canada, Famous Players, International Telemete; 
is nervous about the experiment at all. 

As I said I don't know if the experiment will work or not. Bu 
men like the Bartlesville group and the Toronto people seem deter 
mined to keep trying. And what free tv needs to buck it is fewe! 
sponsors of the kind Howard Lindsay told the RTES about, and more 
like Standard Oil of New Jersey. ^ 
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Localizes national 

ratings 




No two markets served by radio or television provide 
the same "climate" for your program. Local broad- 
cast competition, program preferences, and customs 
have strong influences on dialing habits. 

Nielsen Station Index Reports show, at a glance, 
your position in individual markets across the U.S. 
All NSI® data are compatible with NTI® and NRI® 
data which measure national audiences. Knowledge 
of local audiences quickly locates areas of strength 
and weakness in national coverage . . . and pro- 
vides basic information for interpretation or correc- 
tive measures. 

Number of homes reached ... by station. NSI tells you both 
total and Metro (or Central) Area audiences for each 
station for each 15-minute period during the day. 

Composition of the audience. NSI breaks down the tv and 
radio audiences to show who are listening or viewing 
. . . men, women, teen-agers, children. 

For television. NSI reports audience data for every 
competitive tv market in the U.S. These 146 market 
areas (231 cities) account for over 97 percent of all 
U.S. tv viewing. 

For radio. NSI reports audience data for the top 34 
markets in the U.S. These account for the bulk of 
radio listening, thanks to radio's long reach. 



Send for sample NSI Report. See for yourself 
the wealth of information NSI Reports 
put at your fingertips ... it is the only 
way you will understand why leading 
agencies, advertisers, and stations con- 
sider NSI Reports a "must" for effi- 
cient operation. 



r 




Nielsen Station Index 

a service of A. C. Nielsen Company 
2101 Howard Street, Chicago 45, Illinois • HOIIycourt 5-4400 



CALL . . .WIRE . . . OR WRITE TODAY 
FOR ALU THE FACTS 

CHICAGO 1. ILLINOIS 
360 N. Michigan Ave., FRanklin Z-3810 

NEWYORK22, NEW YORK 
S7S Lexington Ave., MUrray Hill 8-1020 

MENLO PARK, CALIFORNIA 
70 Willow Road, DAvenport S-0021 
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at work 




Film \CK sohed another film problem by suggesting 
cartoon characters "riding" over the baseball telecast. 

MeCanii-Erickson and Standard Oil of Ohio were 
pleased with these '"supers'" that entertained, established 
a friendly feeling for the characters (with voices to 
match), and the absence of interference with the 
baseball games. 




5jc Film-sense at work— the happy blending of creative ability, 
mechanical know-how and a staff ready to tackle your 
needs and your budget. To learn more about "film-sense," send 
for your copy of our new booklet explaining Filmack's many 
approaches to film problems. 



□ □□□□ 





TV COMMERCIALS 
INDUSTRIAL MOTION PICTURES 



THEATRE FILMS 
SOUND SLIDEFILMS • SLIDES 



1325 S. WABASH AVE., CHICAGO 5, HA 7-3395 
630 NINTH AVE., NEW YORK 36, PL 7-0900 
(Complete Production Focilities at Both Locations) 




SP0N30R 

TMI WCIHLT MAOAZIMI TV/SADIO AOVCfinSlfIS 1>< 

Editor and Pubiish«r 

Norman R. Glenn 

S«cretary-Tr0asur«r 

Elaine Couper Glenn 

VP— Assistant Pubiishar 

Bernard Piatt 

EDITORIAI. DEPARTMENT 
Executive Editor 

John E. McMillin 

News Editor 

Ben Bodec 

Managing Editor 

Florence B. Hamsher 

Speciai Projects Editor 

Alfred J. Jaffa 

Senior Editors 

Jane finkerton 
W. F. Mlltsch 

Midwest Editor (Chicago) 

Gwen Smart 
Film Editor 
Heyward Ehrlich 
Associate Editors 

Jack Lindrup 
Gloria F. Pilot 
Ben Seff 
Lloyd Kaplan 

Contributing Editor 

Joe Csida 
Art Editor 

Maury Kurtr 

Production Editor 

Lee St. John 

Readers' Service 

Barbara Wiggins 
Editorial Research 

Elaine Mann 
Helena Etelson 

ADVERTISING DEPARTMENT 
Sales Manager 

Arthur E. Breider 

Eastern Office 

Bernard Piatt 
Willard Dougherty 

Southern Manager 

Herb Martin 
Midwest Manager 

Roy Meachum 
Western Manager 
George Dietrich 
Production Manager 

Jane E. Perry 

CIRCULATION DEPARTMENT 

Allen M. Greenberg, Manager 
Bill Oefelein 



ADMINISTRATIVE DEPT. 

S. T. Massimino, Assistant to Publisher 
Laura Oken, Accounting Manager 
George Becker: Rita Browning; 
Ann Marie Cooper; Michael Crocco; V.I 
Rich; Irene Sulzbach; Flora Tomadelli 
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Cleopatra made things happen on the Ni 



and 




WPEN 

HAyiu 

MAKES 



i A 



WPEN is the only station in Philadelphia 
broadcasting Signal 95 — exciting on-the- 
spot tape recordings of traffic violators by 
police officers who are wired for sound. 
The actual conversations . . . the actual 
excuses... the actual arguments! 
In Public Interest.. In Sales.. And In 
Exciting Listening WPEN Makes Things 
Happen In Philadelphia. 

WPEN 

Represented nationally by Gll-l_-PERNA 

New York • San Francisco • Los Angeles 
Chicago • Boston • Detroit • Atlanta 

CONSOLIDATED SUN RAY STATIONS 

WPEN, Philadelphia . . . WSAI, Cincinnati . . . WALT, Tampa 



il 



Lefs get this straight! 

KNXT is first in Los Angeles . A new twist? Not at all. CBS Owned KNXT 
has been first, by a wide margin, for 59 consecutive Nielsens. 

According to the latest report, KNXT's year-in, year-out leadership is 
strong as ever . . . with the largest total audience (6 am to 12 midnight) ; 13% 
larger than the second station, 37% ahead of the third . . . and with 17 of the 
top 25 nighttime shows, 7 of the top 10 daytime shows. 

Bigger audiences on KNXT. Better audiences too! When 600 viewers 
were asked (by the Institute for Motivational Research) to name the station 
"most likely" to carry advertising for products that inspire trust and confi- 
dence, 45% named KNXT. That's 61% more than voted for the runner-up, 
and 10% more than voted for both of the other network stations combined. 



In seven-station Los Angeles, get all the facts straight. Now, as always, 
the number one station in the nation's number two market is ^ ^ 



Channel 2, Los Angeles 
Represented by 
CBS Television Spot Sales 




Far - Reaching I 



1 AJAX ^Ho^ Co. 


1 J. 









What's behind this healthy 
sales increase in Maine? 




It's WCSH-TV, J. B. Their 
merchandising boys came up 
with another sales booster. 




(most bought twice - got 3 pair) 

Ridiculous? Sure . . . but 
many a serious advertiser has 
been tickled by SIX's "Far- 
Roaching Effect." Creativeness, 
as well as carefulness, always 
plays an important part at 6. 

Your Weed TV man will tell 
you more. 



WCSH-TV 





NBC for 
PORTLAND 
MAINE 



MAINE BROADCASTING SYSTEM 

V/:Sh TV 4, Portland WLBZ-TV 2, Bongar 
WCSH Radio, Patlland 
VilBZ k dio, Bangor WRDO Radio, Augusto 
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49th and 
Madison 



Dawn Under award 

We thought your readers would like 
to know that Australia's most signifi- 
cant tv award for Program of the 
Year (1959) — the "Logie" — was won 
by your 77 Sunset Strip. The Phil 
Silvers Show and Father Knows Best 
were cited for the best programs 
shown on our channels ABV-2 and 
HSV-7 respectively. 

The awards, given by Tv Week, 
Melbourne television program maga- 
zine, are based on its annual poll of 
tv viewers, lliis makes the second 
year an American production was 
voted top program. The previous 
year's favorite was the Perry Como 
Show. 

Hazel V. McCadden 

The News Limited of Australia 

N.Y.C. 



Fine jobi 

The Herald Tribune Radio Network 
is sponsor's friend for life. Thank 
you for the first rate report orial job 
on our operation. ("Radio — A Wana- 
maker Salesmaker," 13 Feb.) 

Needless to say, we are having the 
article photostated for our salesmen. 

Richard Doan 

network dir. 

II -T Radio Network 

N.Y.C. 

Honored 

Thank you, SPONSOR magazine, and 
thanks too to the radio and tv station 
representatives for naming Liller, 
Neal, Battle & Lindsey the advertis- 
ing agency having the best media de- 
partment in the south. ("Which 
Agencies Have the Best Media De- 
partments?" SPONSOR, 13 February.) 
We appreciate the honor and shall try 
to continue to live up to it. 
C. K. Liller 

Liller, Neal, Battle & Lindsey 
Atlanta 



Some fargotten bauquets 

It's hard to criticize a favorite like 
SPONSOR, but let's face it . . . you 
'■goofed." In your 30 January arti- 
cle, "Industry Tags Top Radio Ad 
Experts," you tossed some well-earned 
orchids; but you ignored some very 
fine radio specialists. I refer to those 
in the Texas, Oklahoma and Louisi- 
ana area. I can't believe you polled 
stations or reps in this area without 
turning-up several southwestern folks 
who are real radio experts. 

Al Carrell 

Robert E. Eastman & Co., Inc 
Dallas 



Fame and acclaim 

As proof of sponsor's wide reader-^ 
ship and acceptability, you may be I 
interested to know that I have had 
many comments and letters fronii 
friends who, I guess, had read SPON-f 
sor's article on "73 Young Men Who 
Are Well Worth Watching" (16 Jan-j 
uary) . 

Robert H. Teter 
v.p. radio 

Peters, Griffin, Woodward, lnc\ 
N. Y. C. 



Commercial Value 

We are sending a check for our 
newal of SPONSOR. 

We enjoy your magazine verj 
much and feel that it is most valuu 
able to us in planning our prouio^ 
tions and sales presentations. It defi- 
nitely aids us in being more com- 
mercially successful by keeping us 
informed of latest trends facts, figures 
and results in the industry. 

J. S. Young, Jr. A 
general mgr. V 
KXGl ^ 
Ft. Madison, Wis^ 
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A DISTINGUISHED SERIES 
OF TELEVISION PROGRAMS 



produced by ttie NVestlnehouse Broadcasting Company 
distributed by Trans-Lux Television Corporation 



"The American Civil War" is coming to 
the television screen. It is a series of 
thirteen half-hour programs created hy 
William J. Kaland and Roy Meredith, 
noted historians of the war between the 
states, and compiled from the works of 
Mathew Brady whose record as a war- 
time photographer is unmatched to 
this day. 

During this centennial commemora- 
tion of the American Civil War, Trans- 
Lux is proud to have been selected to 
distribute this distinguished series that 



is alive with heroics, horrors, and occa- 
sional humor; the sights and sounds of 
battle; the over-powering emotions that 
swayed the minds of men; the colossal 
minutiae that swung the fate of nations. 

"The American Civil War" has been 
acclaimed by critics and audiences in 
the course of its sponsored presentation 
in prime evening time in five major 
cities: Boston, Pittsburgh, San Fran- 
cisco, Baltimore and Cleveland. It has 
now been made available for showing 
in all other television markets. 





Special 1960 
Sylvania Award 

for Outstonding 
Conlribulion lo 
Creotive Television 
Technique 




II 



SIO«M 

(AniE 



OVER Sumter • mr. linColn s poiitics • brady of Broadway • ironclad • search for the monitor • antietam • HOMEfRONT 

OF CETTYStURC • THE MISSISSIPPI RIVER CAMPAIGN • BIOCWOERS • GRANT AND lEE • APPOMAnOX • NIGHT OF IKE ASSASSINS 



TRANS-LUX TELEVISION CORP. 

625 Madison Avenue, N. Y. 22, N. Y., PLaza 1-3110-1-2-3-4 
For information, contact RICHARD CARLTON. Vice President In Charge of Sales 
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SALES Only eleven metropolitan 
markets exceed the WPTF area food 
sales of $541,043,000. 

POPULATION 3,179,000 

DISTRIBUTION A & P, Colonial 
Stores, Winn-Dixie, and Piggly 
Wiggly serve 215 supermarkets 
from their Raleigh warehouses. Also 
...12 major wholesalers, 17 food 
brokers, reps of most major food 
manufacturers, and warehouses or 
processing plants forSwift, Armour, 
Wilson, Kraft Foods, Jesse Jones, 
Continental Baking, Ward Baking, 
American Bakeries ... all located in 
Raleigh. 

AD COVERAGE WPTF is the only 
single medium that reaches all of 
this food market. Over 50% of the 
homes listen to WPTF (NCS#2) 




50,000 WAm 680 KC 

NSC AIMio'e lor Po'cIgS-Dufham 
ond foi'ern Norlh CoroUno 

P H Moson, Generol Monoger 
C- s Yourgsteodi, Soles Monoger 

••l-S, GRIFFIN, WOODWARD, INC. 



Timebuyers 
at work 




Tom McCabe, Lennen & Nevell. Inc.. New York, senior broadca; 
bu)er. points out that some representalives are building tremendou; 
good will for their stations hy providing agencies with extensiv 
services, from routine maintenance and upgrading of schedules t 
assisting with network clearance problems and seeing that the agec 
cy's instructions are carried out in 
regard to commercial scheduling. 
"All too often, however, reps sub- 
mit availabilities, schedules are 
placed and nothing further is heard 
from the rep until two weeks prior 
to expiration. In the case of long- 
term business, where many oppor- 
tunities to upgrade the schedule or 
improve the time period arise, the 
salesman who doesn't offer this 
sem'ce certainly hasn't met his ob- 
ligations to either agency or sta- 
tion." Ken notes that while the astute buyer usually secures the best 
buy for his client, sometimes media values between two given avail- 
abilities or schedules are so close that either can be justified. ''Nat- 
urally those reps or stations who have been cooperative in the past, 
would surely be looked upon by us more favorably in such situations." 

Marianne Monahan, Needham, Louis & Brorby, Inc., Chicago, re- 
ports that "after the broad media objectives for a campaign have 
been determined at NL&B, we pinpoint as closely as possible a local- 
ized definition of our target group with a product profile. Althougi, 
the profile's questions seem basic, they are answered very carefully 

by the buyers and the results have 
been excellent. Questions cover 
Who are my prospects — men oi 
women, young or old, highbrow o: 
lowbrow, etc.? JFhat do I plan b 
tell them — a simple message, co: 
plex story, soft sell or hard pitch 
Where do they live? Are they 1 
cated in one regional area 
pretty much everywhere? Whia 
cities require more emphas 
than others because of diffe: 
ences in potential, product avaii 
ability, or competitive activity? When can the advertising do t 
most good — all year, seasonally, and what days of week and hour; 
Finally, How can 1 tie these answers all together to produce the be: 
possible combination of elements to solve my client's problem; 
These simple questions have proven to be a valuable guide. 
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Louis W. Williams, Mcrcliandisinf; Director; 
Sandra Ilalnlcy, hia associate; R. W. Ilolr, 
food mcrchandUinf;; Robert D. Culver. in>store 
liaison; Phyllis dePew, demonstrator; Virgini;i 
Cardner, CCA director; Hernice Sraver, statistician. 




Only on WXEX-TV, Mtichntond-s 
#1 Merchandising station 



WXEXpeditionary force: seven full-time 



merchandising specialists who give you more exposure, more 
oush, more selling power per ad dollar because they work with 
the stores to move your product. Here's how: Community Club 
Awards, In-s tore food and drug displays. Demonstrations, sam- 
pling, couponing. Store window displays. Food merchandising 
)ar. Calls on jobbers, wholesalers, retailers, 

BC-TV Basic. Tom Tinsley, President; Irvin Abeloff, Vice President. NATIONAL REPRESENTATIVES: Select Station 
Representatives in New York, Baltimore, Washington and Philadelphia; Adam Young in Boston, Detroit, Chicago, St. Louis, San Francisco, 
IS Angeles, Minneapolis, Milwaukee, Cincinnati, Cleveland, Pittsburgh and Seattle; Clarke Brown Company in the South and Southwest. 



Rictimond and 
Central Virginia 



WXEX-TV 
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COVERAGE 
IN THE ENTf^E SOUTHEAST 
IS CHARLOTT^'WB^V 

Make your own comparison 

NCS f3 gives CHARLOTTE-WBTV 632,070 T\' homes. 
Atlanta has 579,090. Louisville 509,480. Birmingham 
587,800. Memphis 453,240. CHARLOTTE STATION "B" 
442,690. Miami 434,800. New Orleans 380,020. Nashville 
366,560. Norfolk-Portsmouth 337,580. Richmond 31 1 .680. 

Take the biggest step first — enjoy Charlotte's invigorating 
sales climate. Contact WBTV or CBS Television 
Spot Sales for the complete market story. 





JEFFERSON STAS'OA=^: 
BROAOCAST-.NS COV.PAf 



^ SPONSOR 

3 1.1 A R C H 19 6 0 



PROBLEM: How to build a tv net to fit 
Gamble Stores sales area is tackled by (I 
to r) Gus Younger, G-S sales manager; 
John Lamb, BBDO account supervisor; Jerry 
Gamble, G-S assistant sales manager and 
Carl Raugust, G-S v.p. of merchandising 



BBDO 

STUNS 'EM 




WITH A PRE-EMPT TV NETWORK 



Here's the story behind that one-shot, prime time, 
'do-it-yourself network that leaves admen gasping 

^ Daring concept of clearing time on 70 net-affiliated 
stations proved by Gamble Stores show next week 



I he thought alone is enough to 
igive the hardiest agency media man 
nightmares: To clear an hour of 
prime evening time on 70 tv stations 
— all affiliated with one network or 
another — to blanket a regional ad- 
vertiser's 20-state sales area with a 
jone-shot spectacular. 

Only a client — and only the most 
adventuresome kind of client — would 
dare to dream of so ambitious a proj- 



ect. So it was Bertin C. Gamble, 
chairman of the board and president 
of Gamble-Skogmo, Inc. (a man who 
has accomplished other ambitious 
projects such as raising a S15 million 
bank loan on the phone), who came 
to his agency. BBDO of Minneapolis, 
last fall with the idea. 

Gamble's idea: a tv show with top 
stars to celebrate the 100th anniver- 
sary of Gamble Stores 65 vears ahead 



of time ("Whiie ve're still here to 
enjoy it," he explained) and air it in 
prime time in every market through 
the 20 midwestern states where Gam- 
ble's chain of 2,304 stores is spread. 

Wliat could BBDO do about it? 
BBDO people now admit they weren't 
at all sure at the time what cnuld be 
done about such a tall order. But they 
countered with the question that if 
they could manage to line up the 
stations, what could the client do 
about merchandising? 

What they both did is the talk of 
the broadcast advertising industry. 
This coming week, about five months 
and S250.000 later, the Gamble stores 
show, Way Back in I960, starring 
Herb Shriner, Jaye P. Morgan, Tom 
Poston and Dennis Da^ will be seen 
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in CNCry one of the prescribed mar- 
kets and in prime e^ening tv time. 
Talent eo>ts will conic to about 
SI 50.000. 

How was it acconiplislietl? Here 



i* the timetable reported by BBDO 

to SPO.NSOR: 

1 Noveniher: Betty Hitch, BBDO 
timebuyer on the Gamble-Skogmo ac- 
count, made her first soundings. Via 



telephone, she explained plans to th 
Chicago station representatives 
through them made initial contac 
with major stations in the market 
needed, received from them "hono 



II .nil III Jill II IIIIMIII II .VWIIIIIIIIIIIIIIIIIIIIIIIIIIllMlllll 

LOOK AT THE STATION LINE-UP BBDO CLEARED 



State 


City 


CALL LETTERS 


state 


City 


CALL LETTERS 


COLORADO 


Colorado Springs 
Denver 

Grand Junction 
Pueblo 


KKTV-TV 
KLZ-TV 
WREX-TV 
KCSJ-TV 


MISSOURI 

(continued) 


Joplin 

Jefferson City 
Kansas City 
St. Joseph 


KODE-TV 
KO.MU-TV 
WDAF-TV 
KFEQ-TV 


ILLINOIS 


Peoria 

Champaign 

Rockford 

Springfield 

Quincy 

Sterling 


WTVII-TV 
KCRG-TV 

K'iTV 

KIIQA-TV 

WOC-TV' 


MONTANA 


Billings 
Butte 
Glendive 
Great Falls 

Kalispell 


KOOK-TV 
KXLF-TV 
KXG\-TV 
KFBB-TV 

IV3_UU- i V 

KSMO-TV 














INDIANA 


Evansville 
Fort Wayne 
Indianapolis 
South Bend 
Terre Haute 


WANE-TV 

wisn-TV 

WSBT-TV 
\rTHI-TV 


NEBRASKA 


Hastings 
Kearney 
Hayes Center 
Linrnin 
Omaha 
North Platte 


KIIAS-TV 
KIIOL-TV 
KHOL-TV 

KOT N' TV 
WOW-TV 
KJSOP-TV 


IOWA 


Cedar Rapids 
Des Moines 
Davenport 


KCRG-TV 
KRNT-TV 
WOC-TV 


NEW MEXICO 


Roswell 
Albuquerque 


KSWS-TV 
KOB-TV 




Sioux City 
Mason City 


KGLO-TV 




Bismarck 
Williston 


KFYR-TV 
KFTtTt-TV 


KANSAS 


Goodland 
Great Bend 
Hutchinson 
Wichita 


KBLR-TV 
KCKT-TV' 
KTVH-TV 

KAKE-TV^ 


NORTH DAKOTA 


Minot 

Dickinson 

Fargo 

Grand Forks 


KFYR-TV 
KDIX-TV 
WDAY-TV 
KNOX-TV 




Topeka 


"WIBW-TV 


OHIO 


Cincinnati 


WCPO-TV 




Flint 

Pontiac 


>T J r\ X - 1 V 

WJRT-TV 


Lima 
Toledo 


WIMA-TV 
WTOL-TV 


MICHIGAN 


Lansing 
Marquette 
Traverse City 
Lauiiiac 
Grand Rapids 


WJIM-TV 
WLUC-TV 
WWTV-TV 
>VW 1 V- 1 V 

WOOD-TV 


SOUTH DAKOTA 


Aberdeen 
Rapid City 
Sioux Falls 


KXAB-TV 
KOTA-TV 
KELO-TV 




TENNESSEE 


Nashville 


WLAC-TV 




Alexandria 

Duluth 

Rochester 

Minneapolis 

St. Paul 

St. Cloud 

Austin 


KOIT-TV 
KDAI^TV 
KROC-TV 
WCCO-TV 
WCCO-TV 
WCCO-TV 
KMMT-TV 






MINNESOTA 


WISCONSIN 


Eau Claire 
Green Bay 
La Crosse 
Madison 
Milwaukee 
Wausaw 


WEAU-TV 

WLUK-TV 

WKBT-TV 

WISC-TV 

WITI-TV 

WSAU-TV 


MISSOURI 


Columbia 
St. Louis 


KOMU-TV 
KMOX-TV 


WYOMING 


Casper 
Cheyenne 


KTWO-TV 
KFBC-TV 






111 • 11 


_ I I- .III 
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■commitments" that they would try to 
clear once a target date was set. The 
report on this preliminary was then 
given to the account group. 
1 January : With the decision reached 
on the telecast date — Thursday, 10 
March from 7:30 to 8:30 p.m. as the 
most-preferred time — Betty Hitch 
ivent back to the stations who had 
offered to cooperate, reminded them 
of their agreements, and asked for 
confirmations. Again, this was done 
via phone and through the station 
reps. 

15 January: First stations were 
being heard from with definite clear- 
ances; line-up was beginning to be- 
come firm. 

19 February: Line-up was virtually 
firm with nearly 70 stations in the 
bag and contracts already mailed. 
25 February: The last seven sta- 
tions were now in; the timebuying 
job completed two weeks ahead of the 
telecast. 

Time cost: about $50,000, not in- 
:luding tape transmission via network 
anes from three centers — Denver, 
Minneapolis and Flint. Nor does it 
nclude tape, dubs and kines for 
ibout 14 island areas. 

Building this unique one-shot, 
orime time tv "network" was done by 

I single buyer — Mrs. Hitch. That it 
vas done at all is regarded as amaz- 
ng by just about everyone in broad- 
:ast advertising. What is more amaz- 
ng is the smoothness with which it 
Vas accomplished. 

"Everjlhing was done by phone," 
Ats. Hitch told SPONSOR. "Until the 
■ontracts went out, not a piece of 
paper changed hands except for a 
:are wire of confirmation. When the 
dea was mentioned originally, it 
ooked like an impossible task. Yet it 

II fell together so easily, that I'd 
ove to try it again." 

What made it fall together was the 
ooperation of the reps, stations and 
iTen the networks themselves. "From 
lie beginning," Mrs. Hitch went on, 
the station reps were excited about 
be concept. If they hadn't been, they 
ould never have sold the stations so 
andily. Their enthusiasm \vas con- 
eyed to the stations, and when they 
aw the full scope of the thing, they 
roved just as enthusiastic. In only a 
|?w cases was a station hesitant to the 




a man-sized job; single-handed she cleared those 70 stations. Here she is with 
Duane A. Zimmerman (I), asst. radio/tv dir.; Gene L. Kohner, dir. BBDO Minneapolis 



point that we had to make a direct 
pitch." 

One of these latter was KCRG-TV 
in Champaign, 111., which wanted to 
schedule the show later at night be- 
cause it didn't want to put a film in 
prime hours. A call from Betty Hitch 
assuring them that this was a tape 
show did the trick, and it goes off 
at 7:30 p.m. 

In a number of instances, times and 
days \vere switched, but the reasons 
were that BBDO wished it that way. 
In a market, for example, where a 
station had a local show in the de- 
sired hour, the agency and client 
refused to pre-empt it. They did not 
want to risk ill-will for Gamble Stores 
from another local advertiser. In the 
case of Montana, BBDO chose 
Wednesday instead of Thursday night 
on all three stations as the stronger 
broadcast night — thus setting up what 
they call their "Montana network." 
But the vast majority of the stations 
will be showing the Gamble show on 
Thursday from 7:30 to 8:30 p.m. 

"We're amazed it came off," says 
Gus Younger, sales manager for Gam- 
ble-Skogmo. And so is just about 
everyone else. For the 70 stations 
cleared in prime hours all have some 
network affiliation. One of them 
(KMOX-TV in St. Louis) is a CBS 
o&o. Gene Wilkey, general manager, 
got permission to go along directly 
from CBS TV president Merle Jones. 

While Betty Hitch was lining up 
stations, there was plenty of simul- 
taneous activity. Early in November, 




FINISHING TOUCH: Storyboards for com- 
mercials are studied by (I to r) Harry Heim, 
BBDO tv art director; ErI Grande, tv art 
director; Robert N. Harvey, tv copywriter 



the client company set out to show 
what it could do in merchandising 
the anniversary. Carl Raugust, G-S 
vice president in charge of merchan- 
dizing, Gus Younger, sales manager 
and Jerry Gamble, assistant sales 
manager, contacted manufacturers 
for a month lining up the 100 special 
items that would make up the "Gam- 
ble's Big 100" to be featured on the 
show. These range from plastic pails 
to stereo sets, from paints to garden 
tillers, from car batteries to refrigera- 
tors. 

The merchandising support is at 
all levels. In March and then again 
in the fall, about 100,000 radio an- 
nouncements will be used by Gamble 
and its franchise stores to celebrate 
(Please turn to page 46) 
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HOW EVENING TV VIEWING VARIES BY SEASONS 

Slarting point for nearly all summer rate card revisions (both net and spot) is the seasonal variation in tv viewing. This 
chart shows how summer decline also varies by time periods with biggest summer-winter differential in heart of prime time 



70 
6S 
60 
55 
50 
45 
40 
35 
30 
25 
20 
15 
10 
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46.0 



35.0 



24.0 



56.6 



42.9 



29.1 



63.1 



50.3 



37.4 



63.1 



53.9 



44.6 



52.8 



43.3 



48.1 



29.8 



29.4 



29.6 



6 P.M. 



7 8 
_ DECEMBER, 1959 



9 10 
_ JULY-DECEMBER AVERAGE 



Source: A. C. Xielsen, JsTI. (U.S. homes using tv — arerage % per minute during hours — ^December 1959 vs. July 1959) 
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New summer rate cards for spot tv 



^ Hefty new summer discounts on net tv may lead to 
wide-scale revisions of spot's summer rate structure 

^ Here's how WTOP-TV and WBTW have adjusted 
their rate cards to provide for summer viewing variables 



I ard on the heels of new summer 
discount plans ofTered by all three 
networks (see sponsor, 13 February) 
fomes news that individual tv stations 
are beginning to tackle the problem 
of the traditional summer vie^ving dip 
with new seasonal rate cards. 

This week two new cards, each 
ntaiuiiig substantial summer revi- 
-. M=. were circulated along Madison 
V nue, and both timebuyers and sta- 
t ' f |Te?entatives began speculating 



about a possible large-scale revision 
of Spot television rate structures. 

First to appear ^\'as the new dual- 
season, dual-rate plan offered by 
WTOP-TV, Washington, D. C, fol- 
lowed closely by a similar card from 
WBTW, Florence, S. C. The latter's 
sister station WBTV, Charlotte, N. C, 
is reportedly readying a new card, 
built on the same principles, and 
trade interest in summer spot rate 
changes seems to be building fast. 



The WTOP-TV plan, which appear 
in its new trade card No. 11 effectiv 
1 March, splits the year into two su 
sons. Season No. 1 (summer) ru ■ 
from the third Sunday in June for 1 
consecutive weeks. Season No. 2 con 
prises the 39 fall, winter and sprini 
weeks. 

Each of the two seasons has its o^\i 
rate structure (see box at right) am 
each covers both program and sp i 
prices. I 

In general, WTOP-TV has used th 
rates previously in effect on the stl 
tion as the basis for its Season No. 
(summer) rate structure. New rat 
apply to the 39 weeks of season No. 

WTOP-TV's new plan ^\-as devis 
by John S. Hayes, president of tli 
Washington Post Broadcast Divisio 
and George Hartford, vice preside 
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^nd general manager of the station, as 
e method of applying variable rates 
to seasonal audience levels, similar to 
those which have always applied to 
varying periods in the broadcast day. 

A study of Nielsen and other re- 
search data shows clearly a dip in 
average tv viewing during the sum- 
mer months (see chart on facing 
page) . 

Though weekly cume figures pro^'e 
that substantially as many homes 
u'atch tv in the summer (90.9% week- 
ly vs. 94.2% in the winter), the 
amount of viewing per home is less, 
and the average audience per minute 
between 6 a.m. and 12 p.m. drops 
from 55.5% to 36.3%. 

The WTOP-TV plan takes ogni- 
zance of these seasonal fluctuations, 
and also of the fact that the greatest 
variations occur in prime time. 

As WTOP-TV general sales man- 
ager Bob Bordley explained to spon- 
sor, the ne^\' rate card provides hefti- 
est rate differentials in prime time 
periods, while in late evening fringe 
times, ^vhere no appreciable seasonal 
chages in audience occur, there is 
little or no difference between Season 
No. 1 and Season No. 2 rates. 
A Thus no rate differences are sho^Ti 

lor participations in the Late Shojv 
and Late Late Shoxv, ^vhile savings on 
a 60-second announcement in AAA 
time are 20% over the fall-winter- 
ri-umnier rate. 

The box at right shows other ex- 
imples of savings on minute spots, 20- 
=econd announcements and I.D.'s. 

\ Except in one-time AAA segments 
for 20's and 60's (not subject to 

rfrequency discounts), virtually all 
orograms and announcements carry 
he usual discounts for 26- and 52- 
'ime advertisers. 

I As an example of how the new rate 
I'ard benefits both long-term and 
mmmer season advertisers, Bordley 
,"ites the purchase of a 60-second spot 
|n AA time. 

' A 39-week advertiser in the fall, 
ivinter and spring (Season No. 2) 
jeriods would pay the S405 per spot 
ate. or a total of SI 5.795 for a one 
pot a week schedule. If he continued 
or the 13-week summer period he 
jVould pay the Season No. 1 52-week 
ate of S320 per spot, or a total of 
>4,160 for the summer period. In 
iddition, he would receive the S360 



rate for Season No. 2, or a retroactive 
credit of S 15 for each of the 39 weeks 
he had been on the air. 

Thus his 13 weeks of summer Sea- 
son No. 1 spots would cost him only 
an additional $2,405 (S4,160 less 
the Season No. 2 credit of $1,755). 

As for the advertiser who went on 
only during the 13-week summer peri- 
od, his savings over the fall,-winter- 
spring rate would be 850 weekly. He 
would pay only $5,200 rather than 
the Season No. 2 rate which ^vould 
total S5,850. 

According to station manager 
George Hartford, "We ^vant people to 



advertise in the sununer. The diller- 
ence in total sets in use between sum- 
mer and winter certainl) indicates a 
difference in value to the advertiser. 
This is vhat our new rate plan at- 
temjits to equalize." 

SPONSOR talked to a number of 
media men for reactions to the new 
dual-season plans and found nearly 
unanimous approval for the WTOP- 
TV and WBTW cards. As one time- 
bu^er put it, "Almost any advertiser 
can benefit from upping his tv ex- 
posure during the summer months, as 
long as he knows he's getting his 
money's ^vorth. ^ 



HIGHLIGHTS OF THE WTOP-TV 
DUAL-SEASON RATE PLAN 



TYPE OF SPOT 



SEASON ^2 

SEASON i^l (fall-winter- SAVINGS OF SEASON iil 
(summer) spring) OVER SEASON it^l 



kkk 60 sec. 

(8:29-10:30 p.m.) 
1-52 weeks 



S400 I $500 



20% 



AA 60 sec. 

(7:59-8:29 p.m.) 



1-25 weeks 
26-51 ^veeks 
52 weeks 


$400 
$360 
S320 


S450 
S405 
S360 


11.1% 


AAA 20 sec. 


$400 


S400 


No saving in this one 
prime time category 


AA 20 sec. 

1-25 ^veeks 
26-51 weeks 
52 weeks 


S350 
$315 
$280 


S400 
S360 
S320 


12.5% 


AAA I.D. 

1-25 weeks 
26-51 weeks 
52 weeks 


$200 
S180 
S160 


S250 
$225 
S200 


20% 



Late Show Participations 

1-25 weeks $200 

26-51 weeks $180 

52 weeks $160 



S200 I No saving here due to 

S180 negligible difference 

^ I between summer and 

bloO ' winter viewing habits 
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Hectic day of a station manager 



^ Station manager Ben Strouse read SPONSOR'S story 
of a timebuyer's typical day, decided to check his own 

^ Resuh: A minute-hv-niinute record of how a station 
operator spends his typical eight-hour, hurried day 



^^ometimes one story leads to 
another. When Ben Strouse, presi- 
dent and general manager of WWDC 
(Washington, D. C.) read Sponsor's 
article on how a timebuyer spends his 
day (9 January 1960) he decided to 
jot down the comings and goings of 
a typical day in his own life. The 
result was this unsolicited diary of 
what he did from 9:15 a.m. until he 
headed for home at 5:50 p.m. 

9:15 — Call back left over from yes- 
terday to Mollis Seavey of Regional 
Broadcasters in regard to Senate 
committee hearing on NARBA and 
the Mexican treaty. 



9:20 — First brief look at mail — 
and a cup of coffee from secretary, 
Fran Milford. 

9:36 — Fran says there's a Federal 
Trade Commission investigator talk- 
ing to Joe O'Neill, our music libra- 
rian. Joined them — investigator ask- 
ing a few questions about specific 
record distributors. We answered. 

9:45 — Call from Blair, New York 
— Wells Barnett — discussed several 
subjects. 

9:55 — Call from Westinghouse, 
New York — Dick Pack — a few final 
wrap-up details on deal for WWDC 
to carry WBC European news. 



10 — Unscheduled meeting with Bob 
Robinson, WWDC news director; 
Ross Beville, vice president for engi- 
neering, and Otto Menkes, auditor, 
re final arrangements and starting 
date, WBC news deal. 

10:30— Call from Joe Phipps, 
Deadline Washington, Inc. (Wash- 
ington news service) re a news de- 
velopment of interest to us. 

10:35 — Brief session with Menkes 
re NAB questionnaire just received. 

10:40 — Signed orders from sales 
department — airline (national) and 
automotive (local). 

10:45— Call to John Boden, Blair, 
Chicago, to answer a few questions 
thrown at us by Chicago agency. 

10:55 — Telephone discussion with 
Washington restaurant owner re pos- 
sibility of moving nightly Steve Alli- 
son Show to his restaurant. Ar- 
ranged for meeting of all concerned 
for a few days later. 

11 — Brief phone call with attorney 
re real estate problems. 



'IT WAS AN ORDINARY DAY,' SAYS STROUSE, 'BUT I WAS 





FIRST ROUTINE of a busy eight hours for Ben Strouse, president and 
gararal manager, WWDC, Washington, D. C, is coffee, phone calls, 
ccrrespondence with secretary Fran Milford, pouring sponsor's product 



ON THE RUN seems to be the theme of the manager's activitie 
Here Ben Strouse (I), with comptroller Otto Menkes, hastily signs impor 
tant checks en route to an outside appointment, then a 15-mInute lunc 
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11:05 — Menkes again, with a ques- 
(on on proper billing procedures for 
lullililh work done by WWDC for 
isler station, WMBR, Jacksonville, 
nd other related companies. Pro- 
edure established. 

11:10 — Call from national sales 
ice president, Herman Paris, re set- 
p for a remote broadcast tied in to 
motion picture operation. 
11:15 — Get together with Norman 
j,eed, vice president for public rela- 
ons, on various matters, including 
andling of publicity on WBC news 
eal. Decided to release publicity 
fter first day's broadcasts. 

11:25 — Worked on draft of new 
ite card for discussion with Paris 
nd with local sales vice president 
lax Sherman. 

11:45 — Put on hat and coat to 
eep appointment with doctor. 
, 11:46 — Call from Joe Phipps. 
■ 11:47 — Signed a few checks that 
beded immediate attention. 

11:48 — Got out of office — drove to 
4e doctor's. 

12:15-1:15 — Doctor — mostly spent 
a waiting room. 
1:15-1:30 — Hamburger and coffee 



at the Statler Hotel coffee shop. 

1:30-2:15 — Haircut (a week late), 
manicure (ditto), and shoe shine at 
Statler barber shop. 

2:30— Back at WWDC for sched- 
uled meeting on program and pro- 
motion plans. 

2:30 — Two gentlemen from B&O 
Railroad waiting to discuss running 
rail spur to property behind our 
transmitter. Referred them to Ross 
Beville for information they needed. 

2 :35 — Phone messages from Harry 
Gale of Music, Inc. and an insurance 
man. Will call them later. Call from 
Sid Beighley of WMBH, Jacksonville. 

2:45-4:15 — Meeting got underway 
— sort of brainstorming session. All 
department heads in attendance: 
Paris, Sherman, Reed, Robinson, 
Beville, plus program director, Ed 
Studney, and promotion director, Jo 
Wilson. Tossed around final plans 
for WWDC Telephone Sweepstakes 
contest. Reviewed programing. Got a 
few good ideas started for future 
development. 

4:15-4:50 — Sessions with Paris, 
Wilson and Millie Schellinger, traffic 
manager, on merchandising plan for 



three new national accounts — and our 
current very tough availability prob- 
lem. Interru])tions by call back from 
Harry Gale and a call from Robinson 
that, "We have an engineer available 
— when can you cut this week's edi- 
torials?" Told him I'd be in the 
studio at five o'clock. 

4:40 — Called back Gale and insur- 
ance man. Both out. Checked mail. 

5 — Discussion with Steve Allison 
re several restaurant possibilities for 
location of his late night program. 
Also, can he run as a delegate from 
D. C. to Democratic convention? An- 
swer: He can, but he'd be ofl the air 
throughout the campaign. He decides 
not to run. 

5:12 — Beville calls on intercom. 

5:15 — Menkes calls on intercom. 

5:20-5:40 — Cut eight editorials iu 
Studio C for upcoming week. 

5 :40 — Jo Wilson brings in proofs 
of our newspaper campaign. They 
look good. 

5:45 — Piled up mail needing an- 
swers. Maybe there'll be time to dic- 
tate replies tomorrow morning. 

5:50 — Pooped — heading for home 
— and a martini. ^ 



i2»TARTLED TO FIND I HAD MADE 36 DIFFERENT ENTRIES' 






THE AIR editorials are fixed part of Strouse's routine. Here he 
:ords eight editorials for upcoming week with engineer Charles 
hrider and producer Bob Robinson, also news director for the indie 



BRAINSTORMERS Include (clockwise), Millie Schellinger, traf. dir.; 
Otto Menkes, compt.; Jo Wilson, prom, dir.; Bob Robinson, newi dir.; 
Ross Beville, v.p., engr.; Norman Reed, v.p., pub. re!.; mgr. Strouse 
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Selling bread in a iunchbox town? 



^ Pill^l)llrgll*s mills and factories make sandwich a 
l)i<i lunch item. But hread hrand competition is tongh 

^ Taste blaster drove wedge into market >vith off-beat 
ra<lio spots, got consumer acceptance, big sales jump 



I aste Master likes to hear the noon 
^^lli^tle blow in Pittsburgh. It means 
that hundreds of w orkers are hungrilj 
reacliinjr for Iunchbox sandwiches 
made witli Taste Master Bread. 

Tlii> wasn't always the case. Com- 
petition between bread brands is 
rough in Pittsburgh, and the battle 
for dealer shelf space a constant one. 



So Taste Master has had to fight for 
its slice of the market. 

The company had tried 10-second 
tv spots together with newspaper ads. 
"But 10 seconds weren't enough time 
to create a brand preference," says 
S. L. Rothman, of the S. L. Rothman 
agency ^vhich handles Taste Master 
advertising;. "We needed to set a 



ZANY TOUCH is trademark of all Cordic commercials. Here KDKA's well known d.j. (I) and 
assistant Karl Hardman put live sound effects into Taste Master e.t. to underscore copy point 




greater audience, but without increa 
ing the ad budget." 

It was a little over a year ago th 
Rothman, and the Vienna Baking C 
(makers of Taste Master) got t 
gether with KDKA's well-known di 
jockey, Rege Cordic to work out 
campaign that would get greater co 
sumer acceptance. 

Cordic, a specialist in creati 
zany commercials, came up ^^'ith 
mythical super-salesman named Peb 
Abbott. The bread company listenf 
to the Cordic credo, bought the idi 
then bought a schedule of 20 min 
announcements per ^veek to carry 
out. 

The ad budget was transferr 
from tv and newspapers to KDK 
Spots run from 10 a.m. to 8 p 
with a daily strip on the morni 
Cordic show. Vienna baking, no 
with an annual 850,000 radio budg: 
is so impressed with the job bei 
done that they recently bought 
billboards which say, "Peter Abb 
loves Taste Master," a slogan whi 
only has significance to those who' 
heard the spots. As a result of t 
strategy switch Taste Master sal 
and distribution have moved steadi 
upward. 

Simply stated Cordic's effectii 
philosophy is this: "You have to 
entertaining. They'll listen for tl 
jokes and hear the pitch." 

Like all Cordic creations, the Tas 
Master commercials are full of wit 
imaginative notions. The copy the 
concerns Peter Abbot, who is t 
mented by a child who keeps mista 
ing him for Peter Rabbit. The mo 
persistent Abbott gets selling his ' 
loved bread, the more the child int' 
rupts. When Abbott describes Ta: 
Master Swedish Rye as mild. I 
youngster breaks in to inqui 
whether it is imported from Swede 
Abbott, exasperated, tries to igno 
the little fellow, insists that the hr-^ 
is mild, really mild. The heckler h 
the last word. asks. "Can you lig 
either end?" 

When Abbott proclaims that Tas 
Master bread can't be beat, the b 
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'ndicates he doesn't think it's much 
jf a victory. "Who'd wanna beat 
jread, anyhow?" 

All Peter Abbot commercials are 
.!.t.'s, but Cordic incorporates live 
,ound effects to add to their impact, 
for example: Abbott and the child 
;o off to the store accompanied by 
I hopping sound. And occasionally 
here's a musical flourish beginning 
■he commercial or a crash at the end 
,0 add a final punch. It s Cordic's 
heory that these gimmicks add to 
,nessage recall and build up the lis- 
(ener's expectancy for the next one. 
All commercials therefore carry built- 
,n name reminders. 
I At one point Abbott tells the kid 
,hat he isn't a rabbit, but that he is 
I'a rabid fan of Taste Master Buns, 
he fun bun." This revelation deflates 
[he child, who dismisses the commer- 
cials as being cuckoo. Cuckoo or not, 
jhey sell. 

j To the many-sided Rege Cordic 
^ach commercial is a variety show 
n miniature. The advertiser buys the 
|how in the hope that the entertain- 
nent value will attract the listener 
fho will then be exposed to the sales 
flessage. 

J This theory has paid off for Taste 
faster, and has already given the 
kread company the brand identifica- 
ion it frequently takes years to de- 
elop on full-length shows. Word 
,f mouth has made Peter Abbott a 
■opular Pittsburgh personality. The 
lothman agency reports that delivery 
hen now hear people in the stores 
jalking about Peter Abbott. "This 
ives the campaign added field sup- 
'ort." 

The public's greater awareness of 
r'aste Master has brought the line 
nto new locations and has brought 
1 more sales from standing accounts. 
ffhat may have started out as a 
are-brained scheme has paid off in 
joncrete sales figures. 
Taste Master gets into more lunch- 
oxes these days, which pleases presi- 
ent of the bakery, Alvin Klein. Cli- 
nt reaction was summed up by Roth- 
lan, who said, "We've gotten excel- 
:nt acceptance by showcasting our 
I roduct with real entertainment. We 
'I Jel that radio is doing a spectacular 
I ib for us." ^ 
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WHAT THE BIG FOUR 
TOLD CBS-TV AFFILIATES 

AlS far as broadcasters are concerned, the big four in regulatory and 
legislative Washington are Senator Warren G. Magnuson, ehainnan of 
the Senate Interstate and Foreign Commeree Committee; Representa- 
tive Oren Harris, ehairraan of the House Interstate and Foreign Com- 
meree Committee; John C. Doerfer, chairman of the FCC; and Earl W. 
Kintner, chairman of the FTC. These men spearhead the governmental 
moves aimed at further regulation of the air media. 

In a historic get-together arranged by Dr. Frank Stanton, president 
of CBS, these four men sat down with CBS-TV Affiliates in Wa.-hington 
last week and expressed themselves frankly. They offered adviee, 
admonitions, and even praise. In the process, they revealed some- 
thing of their basic thinking and strengthening convictions at this junc- 
ture of the industry improvement ferment. Man by man, here are the 
self portraits that they drew for the affiliates. 

Calm, pleasant, and powerful, not inclined to show his hand. 
He jeels that the FCC has ample authority to deal with the 
industry. He is concerned about such matters as license 
trafficing, rating abuses, poor programing, and misleading 
advertising. He doesn't want to assume the role of "public 
censor." He believes in strong broadcaster responsibility 
and that licensees should support the Tv Code. 

Aggressive, tough, tireless, a crusader and headline hunter. 
He says that the Communications Act oj 1934 is sound but 
that some laws and procedures should be overhauled to 
make it effective. He jeels that the broadcast licensee should 
have full responsibility for balanced programing and public 
service, that the government shouldn't interfere. But his 
long list of proposals, say broadcasters, contradict this. 

Quiet, thoughtful, conservative, a man of deep and growing 
convictions. He is vigorously opposed to government regula- 
tion of programing, believes it unworkable. Broadcasters 
have taken a long time to make up their minds about Chair- 
man Doerfer, now are forming a healthy respect. Observers 
say he has solidified his stand based on deep conviction that 
the democratic system calls for minimum intervention. 

Eager, alert, ambitious, h seems apparent that after years 
of frustration Chairman Kintner intends to make hay while 
the sun shines. He confused affiliates by venturing into 
areas, such as programing, beyond his province. Urges ex- 
pansion of Tv Code Review Board services. Intends to clean 
up advertising abuses in every way at his disposal and is 
working overtime with agencies and media to do it. 

A dramatic rebuttal to a personal reference by Representative Har- 
ris was delivered at the elose of the first day by Chairman Doerfer. 
Initiated by Dr. Stanton in the interest of fair play, the rebuttal took 
exception to Mr. Harris' allegation that Mr. Doerfer wa* too intent on 
defending the broadcast industry and failed to back Committee pro- 
posals. Mr. Doerfer cited instances of record to the contrary, vigor- 
ously expressed his conviotioii that the best regulation under a democ- 
racy is minimum regulation. 
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75% goes into the wastebasket 



^ SPONSOR >urvey ^how<^ there's a tremendous waste 
in re-earcli material ?ent agencies by tv/radio stations 

^ Agency buyers say at least lo^o is junked. Why? 
Because the research isn't new. ori<final or factual 



Id today's buying climate, agency 
timebuyeri need good radio and tv 
itation re=-earch more than e\er. But 
they're not getting it. 

Most stations. bu\ers charge, fail 
to provide solid facts-and-figures re- 
search. Yet this is the only type of 
research ^vhich can sen e as a tool in 
simplifying the task of buying and 
making more effective buys. 

Thi= is the consensus of top New 
York buyers queried by SPO.NfOR as 
to the ^ alue and useabilitv of research 
material originating at the station 
level. Tlieir collective criticism — both 
pro and con — of such information 
Jets up some guidelines which can 
serve to broaden station manage- 
ment s understanding of the buyer, 
his o\er-all advertising objectives and 
his method of operation. 



Most station research comes to the 
buyer in the form of direct mail ma- 
terial, although direct mail specialists 
have know-n for some time that maib 
get minimum readership, motivate 
few to action. SPO.nsOR's most recent 
surv ey seems to indicate an even low- 
er readership of direct mail than the 
law of averages would indicate. 

Analysis of mail and estimates 
from the buyers themselves indicate 
that at least 75 5c — and often 95 '"c — 
of all station promotion matter is 
pitched into the wastebasket. Which 
material gets maximum attention, 
and which is saved for the ad agen- 
cy's files? 

Buyers agree on the following: 
Only truly original, factuaL new re- 
search information is perused and 
kept. And. they contend, most station 



research doesn't fall into any of ti» 
categories — original factual or » 
To trace the flow of incoming slati 
data to I) the wa^teba5ket or ( 
the file, £P0.^^OR asked a resp 
agencvman to keep a week-long che- 

Peter ^L Bardach. new raedia 
j>ervisor at Foote. Cone i Beldi 
< after years of broadcast bay'mg 
periencct, replied wiih this n 
dovm: In a single week he reoeh 
110 station mailings — "not tj-pical 
that it was unusually light." Of th 
110 pieces. 2-5 were from radio s 
tions. the remainder from tr. T 
figure does not include research 
promotion material sent by netwo 
or station representatives.! 

Mr. Bardach was asked by ;?ON: 
to keep a running aocuaaulatioa 
two piles — ^that material which 
would normally throw out: C 
which he could use and woald 5ae 
At the end of the week, there i 
only one pile. Not a single mai) 
piece was useful to him allhoc 
two would have been had he 
interested in buying Negro-a 
radio ) . 

He cited several examples of o 



BUYERS LEARN STATION RESEARCH DATA IN THESE THRE 



1. AT A PRESENTATION: This luncheon cl»e^ -'or a CES Sfafions preitnTaiioa is r)p;cil of 
the trend to bring facts to ned'a people > major buying centers a* iL-.c'neons or cocWiils 



2. IN THE FIELD: Many buyers travel to see fecilitles and marVet first rand, as ^^'r.h Peter 
Eardach (I), Foote, Cone i Beldino, and Fre--V Sweeney, Larrbert J Feasley, on CHicaso trip 
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anding successful and meaningful 
ation surveys of the past, but point- 
1 out that they are iew and far be- 
ceen. One of the problems, he says, 
•ay be a lack of understanding as to 
hat a buyer is looking for. "By and 
rge. it reduces to facts — not fiction; 
atistics which are not a\-ailable else- 
here; analytical material which 
ives us new information on audi- 
ices or the market." 
■ Stations may not realize, said an- 
ther buyer, the odds against their 
\aterial being kept. "There are 5,000 
Rations in the couiitr)', and sooner or 
'iter almost all of them send us ma- 
^rial. Many have regularly sched- 
iled mailings once a week or month. 
Idd to this newspapers and maga- 
Ines, and even carcards and outdoor 
Sr the all-media buyer, and you have 
n astronomical total of material 
"^jOming across the desk. I could spend 
whole day just scanning material 
fhich comes in unsolicited; and we'd 
eed three full-time file clerks and a 
lorage area four stories high to keep 
;fll the stuff!" 

' 1 So the station research material 
iiat escapes the trash basket must be 
tand-out, in content as \vell as in 
jomiat, although the latter is far less 
mportant than the factual inforina- 
•ion. 

iL\^'hat kind of information does 
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Varied ways 




3. BY DIRECT MAIL: Most station re- 
search goes to buyers In this form. But buy- 
ers say at least 75% of this Is tossed out 



|ll1l«llinilll I MIMIHIIIIIIII I llllllllllllllllt: 

I TIMEBUYERS GIVE STATIONS 
I ADVICE FOR BETTER RESEARCH 

M * Oive us original inaii'rinl. not a re-liuxli of figures already araiUible. 



B • Put more stress on qnalitatire ittfoniiation. less on l)o.\-car figures. 



= • 



Sharpen up your professional buying approach — you're aiming at 
professionals who know what you — and they — are doing. 



• Don't compete negatively — and thus downgrade other facilities in g 
rour market as well as voi<r entire industry. s 



Don't all claim to be first in a market! (And most stations do!) g 



Hire more experienced research and promotion people. 



• Rely on your national station representatives for guidance and direc- 
tion if research is aimed at advertising agencie.i. 



m • Learn more about national buy-ing patterns and ichal is really needed. = 



• Don't send out research or mailings just to he sending something. 
Up to 90';'c of all promotional direct mail is tossed in the wastehasket. 



m • Work more diUgently to establish a station image or personality. 



• Hely oil facts instead of words; cut down on the adjectives. 

'IIU -> . 



stand out in this mountain of mail? 

Here's the reply SPONSOR got from 
Evehn Lee Jones, chief timebuyer at 
Donahue & Coe: "It's honest, and 
doesn't belittle what other stations in 
the market are doing. It creates a 
station image and personality, and 
doesn't merely re-hash ratings figures 
and coverage data which we already 
have. 

"But it's a rare station which 
doesn't say it's No. 1. They all claim 
to be first. And the material they 
send in all looks alike — like one scarf 
in 12 colors. It also seems to be done 
off the top of the head, without rea- 
son. The first rule should be to say 
something only ivhen there's some- 
thins to be said." 
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A chief buyer at still another top 
agency charged stations with sending 
ill pre-packaged information which is 
worthless because "it includes a few 
figures copied from Sales Manage- 
ment or Standard Rale & Data—\^o 
they really think we don't see these 
figures — a picture of the local oil 
ivell, a station log and an extensile 
map which shows the station covers 
the entire eastern half of the United 
States? 

"And why do they all think llie dif- 
ference between a 10.6 and an 11.2 is 
astronomical?" she continued. "Any 
bu\ er balances all new ratings figures 
so that a .6 difference is inconsequen- 
tial Still, the bulk of station research 
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.j-t. liTft. first' and then 
] ^ .6 edge, 
arj Ta^lijian, bu\er at Mogul, 
> 1 am- \ ^a\lor. would al?o like to 
- iiiui I imire realli original and 
q-,alitjti\e >tati(in research. 

"Mo't of it i> done on a quantita- 
ti\e ha-i- -rating?, coverage, etc. Tin 
iiittrt'ited in knowing the audience 
aspect? which include such things as 
a r-ocio-econoniic breakdow n of listen- 
ing, tune-in habits, income, family 
size — the type of thing which print 
give? us." A good buyer, he adds, al- 
ready knows the "sheer numbers and 
weight " of a station. 

Peter Bardach also asked for this 
kind of qualitative information. In 
his opinion the stations which com- 
pile and furnish the best research in- 
formation seem to be the big ones 
with money available. But he feels 
that even small-budget stations could 
come up with original material on 
their own market. He suggests that 
they work closely with their national 
representatives in learning the tvpe of 
data agencies want and then de\elop- 
ing the fact;. 

Broadcast representatives, in Bar- 
dach s opinion, do as fine a job as 
print reps in their research. But the 
bogdown comes at the station level. 
Another buyer suggested two possi- 
ble reasons for newspapers and maga- 
zines originating more and better 
local-level research than stations: 
(\) Print people are obviously more 
oriented to a print or direct mail me- 
dium, knowing better how to put 
printed words and statistics together 
in a persuasive presentation: (2 1 
Print people don't have the enormous 
expense of Luving ratings informa- 
tion and nione\ can be funneled into 
original market and media surve\s. 

Buyers \sere asked to cite broad- 
cast station material which thev re- 
call as superior in concept and re- 
search. Among those mentioned were 
a study and presentation done bv the 
OK Group of Xegro-ajjpeal stations, 
which retained a professional psy- 
chologist to analyze consuming and 
attitude hahits of _\egroes. .Another 
mentioned a film presentation on New 
England documenting the total mar- 
ket covered by the Yankee Network. 

Still another commended \V.\EW, 
New ork. for a recent detailed stud\ 
(Please turn to page 4-61 
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TRANSFORMATION -from "pale" fo "fan" 9efs before-and-affer freafment in Man-Tan spof) 

Man-Tan zooms to 
$1,800,000 tv budget 

^ New product gives tv major media status after tests 
advertising budget, tied to soaring sales, continues to ris^ 

^ Males singled out with sports, news, late mo^ir 
adjacencies in burgeoning drive now in over 50 market-j 



M 



ore television for Man-Tan. 
That's the story at Kastor Hilton 
Chesley Clifford & Atherton this 
week, as it has been virtually every 
week since results were in from last 
September's tests. 

''It's a continuous cycle." points 
out agency account man George 
Bailey. ''Advertising expenditures are 
tied to sales \olume, which has been 
moving steadily upward, taking the 
ad budget with it. We're on tv in 
over 50 markets now, with new mar- 
kets and additional spots to come. 
Increased advertising spurs sales to 
greater heights, and so on."' Man- 
Tan's projected ad budget for the 
first year is estimated in the neigh- 
borhood of 83,000,000. 

This tv-oriented bonanza had its be- 
ginning in test markets when Drug 
Research Corp.'s new tan-producing 



after shave lotion w as first introduce- 
last fall. After the initial all-prir 
approach, tv was injected an 
brought about the "noticeable rise i 
sales." which gave it major medi 
status in the ensuing campaign. Ap 
proximately 401- of Man-Tan's a 
budget, was assigned to print, to pro 
vide additional detail on the produc' 

Man-Tan addresses its 60-secon 
filmed messages primarily to met 
Though all ages are eligible. s{>eci; 
attention goes to viewing habits r 
younger men. who. according t 
latest surveys, comprise the larges 
segment of Man-Tan's market. Fe 
orite adjacencie= are sports, news an 
late movies. 

Spot frequency, at times as low a 
seven per week in some markets, cazi 
run well over 50 ekewhere. ''Od 
buvs are geared to market condition 
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(ltd sales effectiveness," Bailey ex- 
lains. "When large quantities of the 
roduct go to wholesalers in a partic- 
lar area, we pump in extra spots and, 
laybe add a station, to help boost 
Jtail sales." 

The usual pattern calls for over 
aif of a market's weekly spot allot- 
lent to be aired over the v\'eekend. 
t'ith a large male audience on deck, 
Ian-Tan buys "across the board ' 
n weekends, i.e. at any time of the 
ay or night when appropriate pro- 
raming is on the air. Buys during 
ne ^veek are mostly nighttime, though 
fev\' late afternoon slots are used. 

I Man-Tan launched a new tv venture 
n 22 February when it assumed 
ponsorship of the ABC John Daly 
lewscast in 10 markets, Monday and 
.^hursday evenings. Negotiations are 
inderway to expand into other net- 
work shows. 
For this introductory phase tv drive 
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Man-Tan is running two film spoU, 
produced by Gray-O'Reilly, on a ro- 
tating basis. They build product ap- 
peal by following an actor-demon- 
strator through the transition from 
"pale and pasty-faced" to "tan and 
terrific," as the accompanying audio 
describes it — with hints as to the 
favorable effect this will have on the 
ladies. "With the criticism leveled at 
tv commercials these days," Bailey 
hastens to add, "we ^vant it known 
that the models obtained their tan 
appearance from the use of Man-Tan, 
no make-up of any kind or special 
lighting was used — what the camera 
picked up is the result of using Man- 
Tan." 

The films also have the job of show- 
ing that Man-Tan is not a paint, stain 
or make-up, but rather acts chemical- 
ly on the skin's top layers to produce 
a tan with qualities of natural sun-tan. 
Demonstration of Man-Tan as a clear 



li(iuid is achieved by sllo^\iug the ac- 
torV hand through a bottle of the 
product, with the words "crvstal 
clear ' superimposed. Shots of an 
actor wiping his tanned face with a 
handkerchief which he afterwards 
holds up to the camera, unsnuidged, 
point up the relative permanence of 
a Man-Tan tan. 

Another copy point the tv commer- 
cials put across is safetv in u-<ing the 
product. A pair of hands is shown 
adding Man-Tan to a test tube of 
transparent liquid, with the superim- 
posed caption, "amazing discovery 
Protosol." Audio goes on to explain 
that this tan-inducing formula "has 
been carefully tested by a team of 
dermatologists and found safe in med- 
ical and laboratory tests for all types 
of normal skin." The accompanying 
video is a split-screen before and after 
bearing the caption "Safe — Medically 
Tested." ^ 



AGENCYMAN GOES IN FOR INTENSIVE ROADWORK 



.1 



FIELD FORAYS keep Kastor Hilton's George Bailey on top of account?. Here 
he sounds out druggist on Man-Tan. Bailey got basic training on Man-Tan \vith 
pre-campaign tour of duty as salesman pitching \vholesaIers and drug chains 



IIIIIIIIIIB.MIII 



SPONSOR • 5 MARCH 1960 



41 



COMING: THE FIRST U. S. TRAD 



^ Wallace Roys and SPONSOR to present nation's first 
tv commercial? festival 18-20 jMay in New York City 

^ Veteran admen will jndge the tv sales messages by 
professiional standards in product gronp competition 



W eteran admen will judge tv com- 
mercials according to professional 
standards in the industry's first na- 
tional trade show scheduled to take 
place this May. 

Wallace A. Ross, festival director, 
announces a series of screenings, 
competitions and luncheons scheduled 
for 18-20 May at the Hotel Roosevelt 
in New ^ork City. 

For the first time tv commercials 
will be the subject of a trade show of 



national scope in which the best U. S. 
advertising will compete for awards 
based on professional standards. 

SPONSOR is co-sponsoring the event 
along with Mr. Ross because of its 
importance to the tv advertising in- 
dustry as a milestone: a trade show 
for admen, judged by admen and 
with awards based on the industry's 
actual standards of excellence. 

Hitherto, tv commercials had won 
laurels only at regional competi- 



tions or for technical or artistic re 
sons in shows sponsored by the Ne 
York Art Directors. Chicago Art D! 
rectors and Hollvwood Advertisin 
Club. 

Furthermore, admen previously ha 
to travel abroad if they wished 
witness major festivals, such as tl^ 
one that alternates each year betwe« 
Cannes and Venice. 

The First American Tv Comme 
cials Festival and Forum differs fro 
its predecessors in three ways: 
will be a truly nationwide compet 
tion, it will deal with U. S. tv cot'. 
mercials, and U. S. tv commercia 
only, and it will make awards baS'^ 
on product groups and profession 
advertising accomplishments. 

The show will also be the first an^ 
where to devote particular attentio 



1. TI3IETABLE OF C03I3IERCULS SCREENINGS, LUNCHEONS AND AWARDS 

Screenings are in tico sections — with morning, afternoon and evening sessions for convenience 
in Grand Ballroom of Hotel Roosevelt, N. Y.. 18-20 May 



WEDNESDAY, 18 MAY 



THURSDAY, 19 MAY 



FRIDAY, 20 MAY 



10:00 a.m. 
12:30 p.m. 

1:00 p.m. 

2:00 p.m. 

5:30 p.m. 

6:00 p.m. 

8:15 p.m. 

8:45 p.m. 



SCREENING— Group II* 
Cocktail reception 
Luncheon & forum 
SCREENING— Group I 



SCREENING— Group I 
Cocktail reception 
Luncheon & forum 
SCREENING— Group II 
Cocktail reception 
SCREENING— Group I 
Buffet Dinner 
SCREENING— Group II 



Screenings for jury 

Cocktail reception 

AWARDS LUNCHEON & SCREENING 

SCREENING— Commercials Classics 



2. HERE S HOW TO OBTAIN RESERVATIONS AND/OR ENTRY F0R3IS: 

WRITE: THE AMERICAN TV COMMERCIALS FESTIVAL & FORUM 
C O SI>ONS0R 
40 EAST 49TII STREET 
.NEW YORK 17, N. Y. 

ATT: WALLACE A. ROSS, FESTIVAL DIRECTOR 

COSTS: .-1 complete program ticket is S30, biU reservations for individual screenings and luncheons 
are available. Basic fee for entering commercials is S6 each. 

'Screenings are grouped alphabetically by product category: Group I is from Automotive to 
Dentifrices and Group II is from Gasolines to Travel {see page 43). 
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ISHOW FOR TV COMMERCIALS 
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The most vital ingredi 

Mn hacking tlw \st American Tv Commercials 
Festival and Forum to be held in Neiv York in mid- 
May, SPONSOR is reconfirming its long-held belief 
that the sales message is the most vital ingredient 
of the entire tv industry. 

When tv commercials are planned and executed 
with professional skill, polish and imagination, the 
entire medium benefits by their sales success. 

When they are dull, amateurish and unconvinc- 
ing, then no amount of careful programing or tech- 
nical coverage can prevent a marketing breakdown. 

Yet, despite the fact that nearly all experienced 
advertisers and agenc}'men agree on the importance 
of commercials, tv's sales messages have received a 



I 



ent of the tv industry 

good deal less industry attention than they deserve. 

The Tv Commercials Trade Show, which SI'OXSOK 
and W allace A. Ross will present at the Hotel Roose- 
velt in New York, is designed to provide, for the 
first time, a genuinely professional forum for re- 
viewing the work in this important tv area. 

SPONSOR believes that this Festival and Forum 
will focus national attention on outstanding accom- 
plishments in commercials, will emphasize the best 
side of tv advertising and will provide a market- 
place of ideas via product-by-product comparisons. 

We urge you to send in your entries for tjkis ex- 
citing and valuable project and to make your plans 
now to attend one or more of the Festival showings. 



Illlllllllllllllllllllllllilllllllllllllllllllllllllllllllllllllllllllllll 



o video tape and live commercials. 

Another innovation is that tv com- 
nercials will be screened according to 
)roduct groups rather than length 
ir technique. Commercials will be 
creened in 25 product categories, 
anging alphabetically from automo- 
ive to travel. For convenience, the 
ntire range will be broken down in- 
o two groups, screened on alternate 
nornings and afternoons. There will 
Iso be evening screenings of both 
;roups. 

Commercials in Group I are from 
hese categories: automotive, appli- 
rUces, baked goods, beer and ale, 
•athroom soap, breakfast cereals, cig- 

rettes, coffee and tea, cosmetics and 
oiletries, dairy products, dentifrices, 

onsumer services (financial and util- 
ties) . 

Those in Group II are gasoline and 
'il, hair preparations, household 
leansers and waxes, institutionals, 
|ewelry, laundry soaps and detergents, 
mper products, patent medicines, pre- 
|>ared foods and mixes, retail stores, 
hortenings, soft drinks, travel and 
ransportation. 



Each group will be screened three 
times and at varying hours of the 
day to facilitate viewing. (See chart on 
facing page for screening schedule.) 
There will also be forum luncheons 
on Wednesday, 18 May and Thurs- 
day, 19 May. 

Awards will be made at a luncheon 
on Friday, 20 May. Afterwards, a 
reel of commercials classics of previ- 
ous seasons — not part of the compe- 
tition — will be shown. 

Reservations for the complete pro- 
gram are $30. but admissions to indi- 
vidual screenings are available. The 
basic commercials entry fee is S6. 
(For details and applications, write 
Wallace A. Ross, c/o SPONSOR.) 

The interest in the commercials 
show began almost a year ago when 
Mr. Ross went abroad on a tour of 
European film and advertising festi- 
vals. He revealed at that time his 
plan for an American commercials 
festival on an annual basis starting 
in 1960. (See FILM-SCOPE. 28 
March 1959.) He then attended the 
advertising film festival at Cannes as 
American delegate, as well as four 



other international festivals lield in 
1959. 

For eleven years Mr. Ross has kept 
a close check on the pulse of U. S. tv 
commercials and program production. 
In 1949, he founded Ross Reports, a 
trade journal of production activity, 
and from 1956 to 1959 was counsel 
on public relations matters to the 
Film Producers Association of jXew 
York, a group which represents a 
main share of tv commercials produc- 
tion in the nation. Mr. Ross has also 
headed his own firm, Wallace A. Ross 
Enterprises, \vhich has undertaken ad- 
ditional projects in the tv fibn com- 
mercial area. 

Admen were enthusiastic to the 
proposal of a commercials festival 
when the idea first appeared last year. 

"A marketplace of ideas is what 
the industry wants most of all in a 
festival," Mr. Ross stated, "a place 
where advertisers and agencies can 
see what's being done in several prod- 
uct fields. Here's an opportunity 
that's much broader than the usual 
task many men have of simply keep- 
ing tabs on their competition." ^ 
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As reps request more media information, SPONSOR ASKS; 



How much should an agency 

tell a representative about a 




Media men discuss what data and 
strategy should be divulged to 
reps in order to get effective 
schedules without hurting client 

Philip C. Kenney, f- & assoc. media 
dir.. Kenyan & Eckhardt, Inc., A'. Y. 
A simple answer to this question is : 
The more knowledge and the more 
intelligence a rep has of a product 
and the proposed campaign, the bet- 
ter he can service both agencv and 



Important 
that rep know 
the budget 
for each of 
his markets 



client. When such confidence is 
shown a rep, he is able to produce 
more effective and efficient availabili- 
ties and ultimate schedules. There 
are times, howe^'er, when for securitv 
reasons a client is reluctant to spell 
out all the details of a planned cam- 
paign. This is especially true ^vhen a 
new product is being launched. 
Therefore, we'll direct our answer to 
this t) pe of situation when maximum 
security is desirable. 

Tj-pe of product: The rep has to 
know the type of product in order to 
produce availabilities ^^■ithout com- 
petitive conflict. Perhaps the name 
of the product can be withheld, but 
with a maximum of 60 days between 
requests for availabilities and the 
public air date, there is little to be 
gained hy such secrecy. 

Name of manufacturer: This is nec- 
essary with a multi-product advertiser 
in order to ascertain best rates. 

Distribution area: The exact defi- 
nition of this area may be withheld; 
but >ince a rep has to be given the 
cities of interest on his list, and since 
he can compare notes ^^•ith other 
reris. it is hardly worthwhile to with- 
t ' ' 1 this information. 

Campaign dates: Start date must, 
-■■i f ur e. be revealed, but the dates 



of the campaign can be withheld un- 
less it is of short duration. 

Budget: The total budget need not 
be revealed, but the rep should know 
the budget for each of his markets so 
that he may compete for the total 
business in each of his cities. 

Desired frequency: As an alternate 
to releasing the city-by-city budget 
figures, the rep can be told the num- 
ber of required spots. The former 
procedure is more effecti^•e. 

In addition to the above basics, the 
rep should be briefed with a com- 
plete profile of the product's best 
prospects and type of audience de- 
sired as well as the intimate aims of 
the campaign. The agency buyer 
should talk to the rep just the same 
as he would talk to a station sales 
manager on a personal visit to his 
office. The agency must be careful 
about revealing a client's long-term 
plans, but the rep armed with all the 
immediate details ^^"ill produce the 
best results. \^Tien cautioned, most 
reps will respect the agency's security 
requirements. 

Don Harris, ossoc. media dir., Benton & 
Bowles, Inc., N. Y. 
According to Webster's New Col- 
legiate Dictionary the definition of a 
campaign is "a connected series of 
operations to bring about some de- 
sired result. ' Relating this concept 
directlv to the broadcasting field, it 



Hoiv much 
revealed 
depends on 
character of 
product 



becomes iniinediatel) apparent that 
the broadcast representative is a very 
real part of this "connected series of 
operations." His knowledge, or lack 
of knowledge about a specific adver- 
tising effort will, therefore, influence 
the outcome of the "desired result." 
Let's remember, of course, that as 



{ 




agency people our first responsibil 
ity is to our client and it is, ther 
fore, imperative that no confidenct.i 
be breached. We hope that repre 
sentatives will bear this in min" 
when, on occasion, we are unable to 
give them all the facts. 

We do, however, recognize that tli 
broadcast representative can provid 
us with information and ideas, an. 
that these contributions can be ever 
more fruitful and more directly a 
plicable if he is aware of all t 
ramifications of a specific problem 

A fe^^' of the more obvious ques 
tions which we would have to answer 
before releasing information to the, 
broadcast representative are: 

Is this a new product introduc- 
tion or continuation of a sustainin 
campaign? Obviously, greater secre! 
cy must be maintained, for com 
petitive reasons, when new product 
are launched. On the other hand, in 
formation about sustaining cam 
paigns is generally available fro:T' 
many sources and, therefore, can h 
released more liberally. 

Is the product or sen'ice in a highi 
ly competitive field? The more cora, 
petitive, the more use will be made o. 
information by the competition i; 
they are aware of the situation. 

Is this a test market plan? The d 
tails given about this type of acti 
ity, for obvious reasons, must gei 
erally be quite limited. 

There are, of course, many add 
tional factors which enter into t! 
picture. Each new situation demand 
examination on its own. As a gei 
eral guide, I would encourage t^ 
representative to ask any question: 
the answers to which might put hi 
in a better position to increase tin 
effectiveness of the campaign. He wi' 
have to leave to our discretion, hov 
ever — and trust us — just how mu 
we can tell him. 

Douglas Burch, media director, Reai 
McClinton & Co., Inc., A'. Y. 
An agency that doesn't give a re 
resentative full information about .1 
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+^ow Do You 




bampaign? 



lient's plans and problems — without, 
f course, violating basic business 
ecurity — is cheating itself. 

Sometimes it's really surprising 
\ow much a good representative 



We tell 
account's 
media strategy 
marketing 
considerations 



nows and understands about a prod- 
ct or a business. The buyer who 
akes advantage of this knowledge 
nd experience in the planning stages 
f a client's campaign will find that a 
epresentative can often make an im- 
ortant contribution to the campaign. 
Even more important is the effect 
solid understanding of an advertis- 
-tg problem has on a rep's reflexes. 
»s the light dawns, an astonishing 
rocess begins deep in the brain of 
he guy across the desk. The mental 
uices start to flow, his eyes light up, 
nd he starts selling. This, I submit, 
an be an exciting, satisfying experi- 
nce. And a valuable one from the 
uyer s point of ■view, because crea- 
'^ve buying — the goal we all pursue 
-needs the stimulus of creative sell- 
ig to become an actual process, not 
list a fine sounding phrase. 
What do you tell a rep to make 
lis happen? Here at Reach, jMc- 
■linton we've got a gimmick. We 
"ork out a media strategy statement 
'jr each account which lays out 
le basic marketing considerations 
joverning the account and relates 
jiem to different areas of media 
nalysis and selection. In effect, these 
'j:atements provide the ground rules 
>r media planning. Our gimmick? 
Ve discuss these strategy statements 
I'ith the representative so he learns 
le basic thinking which influences 
jur media planning. Often, this pro- 
jides an effective launching pad for 
3me truly stratospheric selling ideas. 
{Please turn to page 52) 



I. Q. may be defined as Impoct Quatient . . . the percentage af 
available occeptability thot o product ochieves in a given morket. 
I. Q. also may-be defined as Influence Quotient . . . the percentage 
of audience acceptability earned by a broadcaster in a multi-TV sta- 
tion market. The correlation of these definitions . . . for market im- 
pact rely on the station with market influence. 

In South Bend, Indiana, WSBT-TV is the station with the highest In- 
fluence Quotient. So evidenced by eight years of 45 to 50% audi- 
ence shares; proven ogoin in November, 1959, with o 47.8% Niel- 
sen (shore of sets in use, sign-on to sign-off). Accomplished with a 
full schedule of top CBS shows and "red-hot" local programs. 

For product impact on the $1,613,896,000 South Bend market, use 
on influential WSBT-TV schedule. See Roymers or write this stotion 
for ovoilobility lists. 

WSBT-TV® 

South Band, Indiana • ChannsI 22 

Ask Paul H. Roymer • National Representative 
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t ; I -ui \'" \ ear. lii-?toi u pio- 

I- liital iR'uspapcr ads and 
lUcidiiiiij lo «oiiK> two million 
■ . -I 'liK is arc also tied to the tv show. 
I he 12 Mnrcli Saturday Evening^ Post 
and the 29 March Look will carry full- 
lolor, three-page gatefolds of the "Big 
100"' items. On two days last week, 
closed-circuit plavbacks of the show 
were presented to Gamble personnel 
in Minneapolis, the chain's head- 
qnarters. 

Format of Way Back in 1960 de- 
rives from the tongue-in-cheek cele- 
bration of Camble-Skoguio's lOOtli 
anniversary Co years ahead of time. 
The company actually was organized 
35 years ago with a single store in 
St. Cloud. Minnesota, by B. C. Gam- 
ble and the late Phil Skogmo. Gam- 
ble, who is now chairman of the 
board and president, decided to ob- 
serve the anniversary now while 
"everybody is still around to enjoy 
it." David Susskind is the producer 
of the program with Renee Valente 
as associate producer and Burt Sheve- 
love as director. It was recorded in 




Hold your Meeting where there is C.A. 
("controlled attractions). Your delegates will 
attend and enthuse over a sojourn to the 
finest year around Convention Center fea- 
turing the best in golf (two I8-hole courses), 
indoor and outdoor swimming, tennis, Skeet 
& Trap Shooting, fine food and entertain- 
ment, plus renowned mineral waters & 
baths. All these attractions are part of the 
hotel and thereby at your control. 

COMPLETELY AIR-CONDITIONED 
GUEST ROOMS. MEETING FACILITIES 
FOR 1000 TO 10 

FRENCH LICK- 

FRENCH LICK, INDIANA 

Tor Reservations or Literature write to 
hotel or Phone Wellington 5-9381 
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Xev York on \idcotape by 'I'alent 
Associates, Ltd. 

As soon as the "Gamble's Big 100" 
were selected, BBDO's creative team 
went to work on the show's commer- 
cials. This team included: John 
Lamb, account supervisor; Bill Con- 
ner, tv account executive; Gele L. 
Kohner, radio/tv director; Duane A. 
Zimmerman, assistant radio/tv direc- 
tor; Harry Heim, senior tv art direc- 
tor; Erl Grande, tv art director and 
Robert Harvey, copywriter. 

They have turned out three two- 
minute commercials for the show, all 
tied to the "Big 100." The first com- 
mercial takes off from a showing of 
the SEP and Look ads, then goes into 
specific items. The second takes off 
from the same "launching pad," fea- 
tures the Coronado freezer-refrigera- 
tor of which Gamble's has ordered 30 
trainloads. The closing commercial 
begins with scenes of mailing out the 
36-page Gamble catalogue to homes 
in its sales area, then once again goes 
into special items. 

The whole campaign is an example 
of agency-client cooperation on a 
lavish scale, but the most exciting 
part to most admen is "do-it-yourself 
network." It violated every pattern 
and tradition — and it worked. Now 
the industry watches to see what 
regional account will try it next. ^ 



STATION RESEARCH 

{Continued from page 40) 

on its audience characteristics. 

Although these groups have sub- 
stantially more promotion and re- 
search money than most facilities, 
buyers think a research project is 



more important than the cost. Evelyn 
Jones commented, for example, "I've 
seen tons of garbage printed in four- 
color! And beauty isn't necessarily 
helpful!' i 

Many stations, of course, rely on 
two other main modes of action apart 
from direct mail: sponsoring special 
luncheon and/or cocktail presenta- 
tions of the research story they've 
compiled and sending visiting rep- 
resentatives to the buying center to 
explain the story in person. Still an- 
other way is for agencies to send 
their buyers into the field — on station 
junkets for special presentations of 
the station and the market area. 

Radio, the buyers agree, has a 
much rougher job in gathering and 
presenting research statistics and in- 
formation than does television. Why? 
The biggest reason is because most 
tv stations are network affiliates, and 
their programing, therefore, is gener- 
al knowledge. 

But radio stations have tended to 
become increasingly independent, and 
the network-affiliated facilities have > 
little in the way of programing that ' 
is truly distinctive. So, says Evelynl 
Jones, "A radio station must clarify 
its own image, establish its own per- 
sonality, appraise its position within i 
the community." Buyers tend to agree, 
that the box-car figures of ratings and 
coverage are more important in tv 
buying, though less so in the more 
competitive, sameness of radio pro- 
graming and buying. 

This is why a station log means 
nothing to a buyer — yet this is thei 
single most frequently used research 
device. And this, too, is why buyers 
ask for fewer adjectives and more 
facts. ^ 




Watch For . . . 

THE ANNOUNCEMENT 
OF THE LATEST AND FINEST 
TOP FEATURE PACKAGE! 



S°'^AtaANDER PRODUCTIONS, INC. 

Hollywood: . 
6040 Sunsil Boule»ird, HOIIywooJ 4-3414 
Hew'Yorli City: . ^ 
Leriy Stern. 141 Eeit 55th Strtet. PLim 5-5266 
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BELLS ARE RINGING 



During a year of rising advertising costs . . . 
YOU DOiTT PAY ONE PENNY MORE 
FOR SPONSOR SPACE IN 1960! 



SPONSOR OFFERS 



GUARANTEED 



RATE PROTECTION 



OLD RATES IN 1960 FOR OLD ADVERTISERS! 

1960 brings a SPONSOR advertising rate increase — 
the first since 1957. But it's SPONSOR'S wish to give 
old advertisers a break. To all contract advertisers of 
record as of 1 April 1960, SPONSOR guarantees 1957 
rates throughout all of 1960. 



FOR 



ALL OF 1960! 





Signed 




Editor and Publisher 



SPONSOR 



THE WEEKLY MAGAZINE RADIO/TV ADVERTISERS USE 
40 E. 49tb Street, New York 17 * MU 8-2772 




HURRY! HURRY! HURRY! 



I960 wi 
history. 
Your campaign in 



be 
And 



hottest national spot year in 
do mean both tv and radio! 
SPONSOR-the book targeted 
at spot buyers— will make your rep mighty happy. 
And if you act pronto you earn old 1957 rates. 



Spin the SPONSOR wheel-of-fortune at the NAB Convention 
CONRAD HILTON SUITE 1106 
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Capsule case histories of success 
local and regional radio campaip 



RADIO RESULTS 



TOYS 

SPONSOR: A. B. Charle.- Hobby Shop AGENCY: Direct 

Capsule case history: A. B. Charles Hobby Shop pur- 
chased a schedule of 14 one-minute announcements on 
\^ CAE. To create interest and merchandise the campaign, 
\^ CAE officers suggested a contest that had never been tried 
in Pittsburgh. The idea was to capitalize on the common 
complaint of children at Christmastime of "\^Tiy can't 1 
pla) with my electric train like my Dad does?" To combat 
Junior's problem, WCAE's contest gave away electric trains 
at Christmas to five lucky dads. Using a series of teaser 
announcements, d.j. Tomm} Shafer invited listeners to "Gi\ e 
Dad his o^vn electric train for Christmas — nominate your 
dad. Response was far greater than both WCAE and the 
hobby shop e.xpected. In only three ^veeks' time, and in 
the midst of busy holiday preparations, 5,304 nominations 
were received. Sales-wise, store business increased manv- 
fold over the previous year. "I've never spent so little for 
such a great return," owner Ed Charles told the station. 

VTCAE, Pittsburgh Announcements 

OFFICE EQUIPMENT 

SPONSOR: Branham's, Inc. AGENCY: Direct 

Capsule case history: Last October, Branham's, Inc., 
which sells office equipment in Oklahoma City, bought a 
schedule of four announcements per day, Mondaj" through 
Saturdaii', on KTOK. Since Branham's sought a special au- 
dience, it was decided to use a gimmick to build interest. 
Each spot mentioned the names of three sales people who 
were old employees and who were ^vell known to customers 
over the years. Psychology behind the campaign was to at- 
tract the attention of old customers who had not visited the 
store in recent years as well as new customers in a busi- 
ness where personalized service is important. The radio 
spot? would also serve as a good reminder to active cus- 
ton ers. Piesults: Don Branham reported that "our October 
volume increased 30% over the \ear before, and fully two 
r ad- of steel files were sold from our store because of 
tl KICK schedule. In addition, the campaign served 
t 1 -t our salesmen's prestige as well as their morale." 
-x. Ok all ma Citv 



.\nnouncenients WIRL, Peoria 



CLOTHING 

SPONSOR: Mangel's Women's Apparel AGENCY: Dir 

Capsule case history: Mangel's Women's Apparel store 
Chattanooga, Tennessee, recently conducted a live remi 
broadcast from its do^vntown location to stimulate teen-a 
traffic. The department store's manager contacted WDXl 
also of Chattanooga, and arranged for a special remote pri 
gram featuring WDXB's d.j. personality, Larry Johnsoi 
Johnson was selected "due to his tremendous teen appi 
and proven track record."' Mangel's Chattanooga managi 
wrote a letter to his district manager commenting, "I ^voul 
say the WDXB -remote broadcast here was a success. Job 
son's generated enthusiasm, off-the-cufi interviews and se! 
ing ability made the whole show outstanding." Not on 
did Johnson's broadcast stimulate business, but it brought 1 
35 new charge accounts from teenagers in the communi^ 
Business in general took a 20% jump. Mangel's is nov coi 
sidering a projected schedule which would run over tl 
next three or four months, built around Larry Johnsoi 

WDXB, Chattanooga Remote Progn 

RESTAURANT 

SPONSOR: Vonachen's Junction AGENCY: DL- 

Capsule case history: Vonachen's Junction, a presti 
restaurant in Peoria, Illinois, nationally known for its ra 
road motif, has capitalized for the third consecutive year 
the popularity of sports in central Illinois. The restauri 
purchased fifteen 10-rainute preview programs of local h 
school football broadcasts o^er WIRL. Peoria. The bro 
casts ^vere spread over a two-month period. Following 
first preview program, Vonachen noted a marked numb 
of customers who came to the restaurant and commented 
the WIRL programs. At the conclusion of the 15 bro 
casts, the restaurant reported that "never have we receivi 
so manv compliments nor had so many people tell us ah 
the programs. Although we do not have a heavy advert! 
ing schedule during the year, these WIRL football prens 
shows really paid off." Proof of the result and intere; 
and its good sponsor identification is demonstrated by th 
fact that Vonachen's has reser\-ed the show for next yea. 

Prograir 
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Audience Profile #5 




324,699 WWDC listeners 
(3 out of 4) have sheepskins 
of high school or beyond— 
well above the Washington, 
D.C. average.* This brainy 
audience awaits education to 
your product or service. 

*PULSE Audience Image Study— July, 1959 

WWDC 

. . . the station that keeps people in mind 

WASHINGTON, D.C— REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 

And in growing Jacksonville, Fla.—it's WWDC-owned Radio WMBR 



1960 



KJEO-TV 

Central California's 
^ 1 Prime Time Station 
with proof from the 
viewers themselves:* 

Channel 




f DAYS 
A WEEK 

DELIVERS MORE 
VIEWER HOMES 
FROM 6 to 10 P.M.! 

(Source: Current ARB with 34.8 Rating) 

Yet KJEO-TV rates are 
right with the lowest in 
the area. See your H-R 
Representative early for 
your best prime time buys. 




J 




channel 

Fresno, California 

J.E. O'Neill — Prefidcnt 
Juc Drillii g — Vice President 

and General Manager 
'• 0. fdliolm — Commercial Manager 
-.tor U K reprefcntative H'R-^^ 



SPONSOR ASKS 

(Continued from page 45) 

Station representatives are trained, 
competent professionals who know 
how to analyze and use facts to make 
some sense out of this complicated 
business. So it makes sense to give 
them all the facts in order to benefit 
from their knowledge. All the facts, 
that is, but the ones Macy's won't tell 
Gimbel's. 

Frank Hewlett, csst. media dir., bdcst. 
buying, Lennen & Neurell, Inc., N. Y. 

This question has been a trouble- 
some one for agencies dealing in 
large budget, competitive advertising. 

On the one hand, an agency favors 
discussing an imminent campaign as 
candidly and completely as possible 
with the representatives concerned. 
This does much to ensure their com- 
petent and professional handling of 
the actual buying process. 

On the other hand, it is both our 
clients' and the agency's desire to di- 
vulge as little information as possi- 
ble (which is not absolutely pertinent 
to the buying situation) for security 
reasons. These reasons cannot be 
minimized, as much of the value and 
impact of a new campaign can be 
damaged through leaks to competitors. 

Another factor that leads to secrecy 
concerning the dimensions of a cam- 



Keep secret 
number of 
markets, 
budget, 

schedule length 



paign is the competition which exists 
for desirable spot positions in many 
product categories. If an advertiser 
launches a major effort in spot tele- 
vision in the tobacco, soap or food 
category, for instance, he could dam- 
age the quality of his buys through 
"tipping his hand" unnecessarily be- 
fore actual buying gets underway. 

We believe that the best general 
approach runs somewhat as follows: 

Discuss with station representatives 
every facet of a campaign which is 
pertinent to the buying operation so 
that the entire purchase — as it re- 
lates to the market or station involved 
— is completely understood. Infor- 



mation such as type of announcement,^ 
to be used (60's, 30's, 20's, I.D.'s) 
day positions desired (day, night 
weekday, weekend) , type of audienci 
desired (men, women, children) 
would definitely be required by the' 
representative. But there should be a 
minimum of discussion of those fac- 
tors — number of markets, budgets 
available, actual time length, etc.— 
which are not absolutely pertinent t 
the particular buying situation. 

In the final analysis, we look to 
station representatives as strong pro 
fessional allies who offer us expert 
knowledge of their markets, their fa 
cilities and their availabilities. 

In their position, they are able to 
keep the agency advised of any new 
developments regarding their particu 
lar markets, such as change in 
rates, coverage, programing, company 
policy, etc., and are able to offer sug- 
gestions as to how such developments 
can be utilized for the talent's benefit 

But we feel strategy considerations, 
budget matters and the ultimate 
choice of media can best be deter- 
mined through analysis within the 
agency-client relationship only, ^ 



Ray Ellingsen 



HOTOGRAPHY 




can givt 

your 

photographic naeds 
the lind of 
atttntion 
you lila 
. . . baclad by 
experience 
and artistry! 

Simply co" 
DEIaware 7-7249 < 

or wr'ife io 
12 E. Grand Are. 

Chicago , 
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in the PITTSBURGH AREA 

Take TAE 
and See 

how you can buy blindfolded 
and reach more homes for your 
money during peak viewing 
hours. See your Katz man for a 
demonstration. Or write WTAE 
for free "Blindfold Kit." 

WTAE 

Bto mmioN^^^ iH pinsBvm 

4 




ABC TELEVISION 



AGENCIES 



NEWS & IDEA 

WRAP-UR 



NOTE PAYS OFF IN SCORES . . . When 1 1-year-old Jo Anne Burton (r) wrote WGMS, 
Wash., D. C, of her interest in music, station's music dir. Alan W. Doerr (I) invited her to stu- 
dio for lesson in orchestra instruments, gave her "Moonlight Sonata" (her favorite) recording 





DO SOMETHING, DR. Loolcing all tangled up on his recent visit to U. of Oregon Medical 
School, Barney Keep (I), KEX (Portland, Ore.) d.j. and chmn. for Oregon Heart Fund campaign 
gets help from Dr. Albert Starr (r), plus explanation of how the heart-lung machine worlcs 




K«S:E l>roiiglit people from its 
various offices into New York 
this week for a seminar wliich 
gave them the whole panorama 
of the advertising husiness as it 
is today. 

Attending were department heads 
and supervising personnel of media, 
research, tv-radio and merchandising 
departments. 

Noted Stephen Dietz, marketing 
services v.p. : "We believe the agency 
business has gone about as far as it 
should on the development of special- 
ists. It is now high, time that we 
started developing generalists, men 
who can see the whole picture." 

The Affiliated Advertising Agen- 
cies Network's eastern region 
urged the industry this week to 
do a better job of policing ad- 
vertising. 

At a meeting in New York, the 
members, in a formal statement, 




NO, NOT HIPSTERS, but PGW radio sales- 
men, demonstrating that radio goes where the 
people go. That's right — a radio (transistor- ' 
type) is concealed in each pair of "shades" 




FIRST FOR SERVICE. WPTR (Alb., N. Y.) 
exec, editor Jerry Cartledge (I) gets station 
award from Earl Feiden, pres. Colonie Chmbr. 
of Commerce for public service programing 
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creed; "Advertising in bad taste 
11 never be policed by government 
'ithout serious liarin being done to 
advertising industry, including 
e abridgement of the right of free 
^eech." 

gency appointments: B, T. Bab- 
;tt, billing S3 million, from Brown 
Butcher, to Geyer, Morey, jMad- 
;n & Ballard .'. . The Vick Prod- 
rts Division's Vieks Cold Tablets, 
SSCB . . . The Asphalt Institute, 
allege Park, Md.. billing SI million, 
om Marschalk & Pratt to Compton 
. Southwestern Life Insurance Co., 
e 35th largest insurance company 
the U.S., to Traey-Loeke Co., 
lallas . . . General Precision, to 
Dnipton . . . Quaker State Oil Re- 
ling Co. of California, to Giun- 
^rtz, Bentley & Dolan, Los 
ngeles . . . The ''Rhythm Step'' and 
^ullabies" lines of the Johnson, 
ephens & Shinkle Shoe Co.. to Kat- 
f-George-Wendioener Advertis- 
g, St. Louis . . . Myzon Labs, pro- 
icer of animal health products and 



feed additives, to Henri, Hurst & 
lAIcDonald . . . Twill, a nutritional 
food supplement used in losing 
weight, to Wyse Advertising, Cleve- 
land, for the four-state area of Ohio, 
Indiana, Michigan, and Kentucky. 
. . . The Sea Pak Corp., processors 
of frozen sea foods to Hender.son 
Advertising, Greenville, S. C. . . . 
Ra) iheon Corp., electronics manufac- 
turer, to Fuller & Sniitb & Ross 
. . . Interstate Petroleum Corp.'s new 
Memphis LP Gas facility, to Ridge- 
way-Hirseb Advertising, St. Louis 
. . . The eastern division of Luzianne 
Coffee, to Gerald F, Selinger Co., 
Bala Cynwyd. Pa. . . . KHJ-TV, Los 
Angeles, to D'Arcy. 

Tbe Hollywood Ad Cbdi's Broad- 
cast Prodncers Awards included 
these winners for radio and tv com- 
mercials: 

One-minute live, tv: Bell & Howell 
fMcCann-Erickson) : 
Over one-minute live, tv: Dodge 
(Grant) ; 

30-second live, tv: Nortlnvest Air- 



lines (Canipbell-Mithun) ; 
Animated over one-minute, tv: Best 
Foods-iNiicoa tGuild, B&B) ; 
Animated one-minute, tv: Calo Pet 
Food (FC&B); 

30-second animated, tv: Santa Clara 
Plinnbcrs A.ssociation (David 
Olen) ; 

I.U.'s, tv: W esson Oil (Fitzgerald) ; 
Program titles, tv: Olin Matbieson 

(D'Arcy); 

Program promotion, tv: U.S. Borax; 
Institutional, tv: AT&T (Ayer) ; 
Humorous, radio: Butter-nut 
Foods; 

Straight presentation, radio: 

Scliniidt-Pbillips Co.; 

Jingles, radio: Sunkist Growers 

(FC&B). 

Admen on tbe move: Ralph 
Robertson, to Geyer, Morey, Mad- 
den & Ballard as senior v.p. and mem- 
ber of the board . . . R. Rieliard 
Carens, Kenuetli Price, and 
Tbaine Youst, to v.p.'s at DCSS 
. . . G. Newton Odell, to Compton 
as v.p. and account executive . . . 



tARDED BARD of broadcast beat— Dick Pike, that is— plays host to WJW (Cleveland) 
alentine Queen," Bonnie Opera (far right) and her enticing entourage of professional 
■'els. Bonnie was chosen queen by hundreds of viewers, who mailed their votes to station 



1 









TAPE TALK, with demonstration of WTCN- 
TV's (Mnpls.) new portable tv tape machine 
was given by expert Harry McMahan (near 
right) at Mnpls. Ad Club meet. Here he chats 
with station's (l-r) Phil Hoffman, v.p.-gen. 
mgr.; Art Swift; Time-Life exec. Roy Lord 




SNOW FEAST? Not exactly, but WCAE 
(Pitts.) anncr. Pete Shore lunches at Point 
State Park — his prize for getting most Valen- 
tines in station's contest. Heavy snowfall kept 
guests from joining the box lunch party 
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Ui«lidr«l (.H.iiiofT. to N.j). of Strais- 
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riiiladtlphia . . . James 
t.. ^4). of tW RH. Phila- 



rl~»iii. 

. . . David -Matlu'w?. to 
\. .1 il ilirtxtor iif network pro- 
~ It F6>Si.R. Loi Angeles . . . 
M.iril_Mi L«'C-. to liroacica;t director 
at !H.t>f<ir(i. Coii?tantine 6^ Gardner. 
Purtland . . . Cliarlc? Dreier Jr.. 
to media director at Henderson Ad- 
vertising. Greenville . . . Hubert 
Sweet, to head the Xew York media 
department of Doremus & Co. . . . 
Georjie Haller. to associate media 
director. Rose-Martin, Inc. . . . 



Uicliaril Courtney, to timebuyer, 
Ketchum. MacLeod Grove . . . Lea- 
laiul Ri?k. account executive. 
D'Arcy. Los .Angeles . . . Thomas 
Laiier, to media group supervisor. 
Tatham-Laird . . . Jame» Grabain, 
to a-sociate director, tv/radio depart- 
ment. Reach, McClinton & Co. . . . 
Bernard Brennaii. to media and re- 
search manager in the Los Angeles 
office of Honig-Cooper & Harring- 
ton . . . Leonard Dunlap. to ac- 
count executive at Henderson Adver- 
tising. Greenville. S. C. . . . Sidney 
Belauoff and Arthur Kover, to 



nothing like it. .-.-^ 

mpANYWHERE l* 

%ay listeners, agencies, and 
V ■ advertisers in 
Minneapolis and StPaul ^ 

WPBC ADULT RADIO WINS 

FAME & HIGH RATINGS! 

winning personalities 



ADVENTURES 
IN,., 



music 

news 

ideas 

thought 

sound 



In Minneapolis - St. Paul 




ADULT RADIO 



DIAL 10 or 100 



WILLIAM V. STEWART, ftEsos-n 



NATIONAUY: DAREN F. McGAVREN COMPANY. INC 



project supervisors in the researd 
department of Ki^E . . . Donal 
Baldwin, to production manager ( 
Richard X. Mellzer Advertising, Dt 
troit . . . Robert Allen, to mai 
ager of the Chicago office of Gui]( 
Bascom & Bonfigli . . . John Mill 
to Clinton E. Frank. Chicago. 



ADVERTISERS 



Bell Telephone (Aver) has b 
figuring on upping its one-hou 
musicals to 14 for ne.xt seasoi 
and it's been shopping arouni 
for time. 

NEC TV's bid Saturday 9:3: 
10:30. which would put these "Ameri 
can Albums of Familiar Music" op 
posite Have Gun Will Travel am 
Gunsmoke. 

Bell & Howell's Pete Peterson, ii 
a speech before the ChfcagH 
chapter of AW KT last week 
pointed to the growing nee< 
among advertisers of presti 
products for more "qualitative" 
tv research. 

Peterson's philosophy: It mak^ 
difference to B&H how many or ho* 
few people actually watch a tv sho 
What the camera firm is interested 
is reaching an audience of potenti 
customers for their product — a: 
building up a brand image amol 
this audience that will resj>ect t 
Bell & Howell name over the years. 

Concluded Peterson: "We ha 
foimd the proper vehicle for this 
sponsorship of CBS Reports. 

Campaigns: 

• Howard Clothes, operators o 
more than 90 men's clothing st^-T 
throughout the east and mid-we^ 
returns to radio next week with 
extensive campaign covering 12 sta 
tions in eight eastern markets. U| 
to 33 one-minute spots a week pc 
station will be used during tJi 
spring drive, which runs through T 
July. Agency: Mogul Williams 
Savior. 

• The Amalgamated Sugar Co.' 
White Satin sugar is now under 
way with a campaign throughoB 
Oregon, Utah. Idaho and Southerr 
Washington. This includes a slogan 
writing contest promotion on KPT\' 
Portland: a full schedule of prinn 
evening and daytime spots on the 
area's nine tv stations: and radio 
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ituration spots, including more than 
dJ 000 spots on KSL, Salt Lake City 
id KVOG, Ogden. Agency: Pacific 
*ational Advertising, Portland. 

• Calgon, a water conditioner, 
id Calgonite, an electric dishwash- 

l^i detergent, will be promoted via the 
ick Paar Show, over the 140-station 
_ BC TV lineup through May, and 

ta Arthur Godfrey over the 193- 
ition CBS Radio lineup through 
(ne. Agency: Ketchum, MacLeod 
Grove. 

• The Plymouth Dealers Asso- 
atioii of Southern California is 

unching a radio spot campaign at a 
jdget of S180,000. The campaign: 
le-minute spots on four stations in 
OS Angeles, plus stations in Orange 
ounty and Ventura County. Agency: 
uller & Smith & Ross. 



hisa 'ii' data: Vick Chemical 
o. has acquired Clearasil . . . 
Hternational Milling Co.'s Robin 
ood Flour this week will be pro- 
ted via 110 radio and tv stations 
t Robin Hood's distribution area 
Kudos: Lestoil's "Penetrating 
lit," animated tv commercial, 
•fon the Merit Award for Tv Adver- 



tising for the second _\eai in a tov> at 
the Eighth Annual Merit Awards 
Competition of the Advertising Club 
of Springfield, Mass. 

Strietly personnel: George Greve 
Jr., named advertising manager of 
The Glidden Co.'s Durkee Famous 
Foods Division . . . Gohlie Dietel, 
to manager of the advertising and 
promotion division of Equitable Life 
Assurance Society . . . New assign- 
ments in the Jell-0 division of Gen- 
eral Foods include: George Blake, 
to product group manager in charge 
of coconut and laundry aids. Dream 
Whip, syrups and pectins; Charles 
Butler, to product manager on 
Swans Down Cake Flour and Angel 
Food Cake Mixes: Sherman Ellis, 
Jr., to handle Walter Baker choco- 
late products and New Horizon 
Foods; and W. P. Dunham, given 
over-all responsibility for Swans 
Down products. 



FILM 



The station market for re-runs 
with good ratings traek reeords 
eontinues to remain firm in some 
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PRODUCTION ITEMS 



see gjj fhere 
IS fo see... 
from TOP 
to BOTTOM 



i 



NSTRUMENTS & SYSTEMS 



1 



4 



BIG 

DAYS . . 




at the 

IRE NATIONAL 
CONVENTION 
and RADIO-ENGINEERING SHOW! 















COMPONENTS 



doesn't matter Iwh- you manage it — by starting at the 
^inh floor with Production Items, on to the third floor for 
Krumenis and Systems, then down to Two and One for 
)raponenls — or the reverse — what does matter is that you 
; ALL there is to see at the IRE National Convention and 
idio-Engineering Show at the New York. Coliseum, Mareh 
-24. You could even take in one floor a day! Remember, 
:reare4 BIG FLOORS. .. and 4 BIG DAYS... so. plan 
ur trips to the Coliseum so that you don't mi.ss anything. 



The IRE NATIONAL CONVENTION 

Waldorf-Astoria Hotel 



The Institute ol Radio Engineers 




1 he opportunity to .^ee SO MUCH that's 
NEW in the radio-engineering field eomes 
but once a year with this giant IRE National 
Convention and Radio-Engineering Show. 
Be L P on your field w ith a thorough knowl- 
edge of the displavs and exhibits that will be 
shown as NEW IDEAS in RADIO-ELEC- 
TRONICS, from the M/> fourth flixir to the 
hoiiom first floor, at the New York Coliseum! 

MARCH 21, 22. 23. 24 

I The RADIO ENGINEERING SHOW 
Coliseum, New York City 

1 East 79th St., New York 21, N. Y. 



A PLUG FOR 

SPONSOR 

1960 will he 111,. Iiottcsl 
national .-ipot year in his- 
tor)'. Anil we mean holli 
ly and radio! Votir catn- 
paign iti .S1'().\.S()K— thf 
l)ook targeted at ^pol \>uy- 
er.s -will make yotir lej) 
mighty liujjjiy. 




m 



Just a 
few days left 
to sign up before 

SPONSOR'S 

new rales 
go into clTccl. 

GUARANTEED 

RATE PROTECTION 

for all of 1960 at 
old (1957) rales 
if you enter your 
advcrlising contract 
before 1 April! 



m 

m 
m 

m 
m 
m 
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-J S/vJ SaS 5>fe' 



Hurry! Call Art Breider 
MUrray Hill 8-2772. NVC 

SPONSOR 

THE WEEKLY MAGAZINE 
RADIO/TV ADVERTISERS USE 

40 E. 49th Street. New York 17 
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Spin the SPONSOR WHEEL-OF-FORTUNE 

at the NAB CONVENTION 
Suit! 1106 • Canrad Hilton Hotel • Chlcoio 



ar< i\ 11 \>lu'rf lir.-t-riiii .-ale? 
jrc I 11 ouiiterin^ ohstarle;*. . 

I I irovMi I'rofluition'r The 
f )r t'xaiiiplc. tlif rc-ruii title 
. :lj \ \)a\<. lia? made sales 
I i< 1 markets, 
hit-e include WIMX. New York; 
K(.()l'. Los Vn^eles: KSD-TV. St. 
I.OU1-; WnSU-TV. New Orleans; 
\VSI'1)-TV. Toledo: WAFB-TV, Baton 
Kouf;e: Kl'TV. Portland: WAEM-TV, 
V,a\ Citv. WAGA-W. Atlanta, and 
KGUN-TV. Tucson. 



Sales: Screen Gems' Manhunt is re- 
portedly in 1,52 markets with latest 
sales to KMBC-TV, Kansas City; 
KCPX-TV, Salt Lake City; WTVD, 
Durham, and WCTV, Tallahassee . . . 
ABC Film? reports a 42. 9^^ increase 
in gross billings for 19.59 over the 
previous year . . . Sales of ABC 
Films' People's Choice reaches 9'<:> 
markets with purchases by KSTP-TV, 
St. Paul; KLZ-TV, Denver; WDBJ- 
TV. Roanoke: KCEN-TV. Temple; 
WGAL-TV. Lancaster; WIMA-TV, 





Your Jacksonville 
Advertising Picture 
Isn't Complete • • • 

The growing force of the Jacksonville advertising market is 
evidenced by such momentous development as this new $9,000,000 
Coliseum which will attract events of national importance and 
interest. In step with this march of progress. Radio Station WPDQ 
serves Jacksonville and community with prime-time public service 
programming, editorial comment on important events and issues 
and keeps in touch with the community it serves. "Jacksonville 
listeners spend more time with WPDQ than with any other station" 
Hooper says! 



.Without. 



REPRESENTED BY 
ARD. RINTOUL AND MCCONNELL, INC. 
JAMES S. AYERS, SOUTHEAST 
5 000 WATTS 6 00 KC 
JACKSONVILLE, FLORIDA 
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WPDQ 

? ^ RVAD I O 



the No. 1 Buy In '60 60 On Your Dial 



Lima; WBTV, Charlotte; KAKD-TVl 
Wichita; KXMC-TV, Minot; WlCLj 
TV, Erie; KKTV, Colorado Springs 
KEi\S-TV, San Antonio, and KRO> 
TV, San Francisco; Meet McGrau 
another ABC Films off-network sho' 
is now in 45 cities with latest sales t 
WPST-TV, Miami; WGUN-TV, Tu( 
son; WBRZ-TV, Baton Roug 
KIEM-TV, Eureka; KBES-TV, Meal 
ford; KVOS-TV, Bellingham; KOOK 
TV, Billings; KTBC-TV, Austin 
XETV, San Diego: WLOF-TV, Ot 
lando; WSUN-TV, St. Petersburg 
and WAGA-TV, Atlanta. 

3Iore sales : KTVU, San Francisc. 
has sold ITC's Interpol Calling I 
Art Bridges Imports via Mitchel 
Murray & Horn . . . CNP's Silen 
Service second year renewals reach 
reported 90% of 175-market firs 
year mark with sales to WBAL-TV 
Baltimore; WPSD-TV. Paducah 
WICU-TV, Erie: WTVU, San Fran 
Cisco; WMBD-TV, Peoria: WREC 
TV, Memphis; KCOP, Los Angeles 
KSWO-TV, Lawton, and WHEN-TV 
Syracuse . . . Banner Films' Bok 
Journey sold to WPIX, New York 
KUTV, Salt Lake City; KPHO-TV 
Phoenix; WWJ-TV, Detroit; KIMA 
TV, Yakima; WHIO-TV, Dayton 
K0:M0-TV, Seattle; KVOS-TV, Bell 
lingham; KVKM-TV, Monahans, an 
KNEM-TV, Bay City for Dean's Milk 



NETWORKS 



In terms of share of the top U 
nighttime programs ABC TV h* 
hit its biggest jackpot yet in tlw 
first February Nielsen report. 

The top 40 are split up in tha 
poll as follows : 

NETWORK FEB. 1960 FEB. 1959 

ABC TV 14 7 

CBS TV 19 21 

NBC TV 7 12 

Apparently a battle looms on tin 
West Coast over a station trans 
f er. 

KRON-TV, San Francisco, an 
NBC TV affiliate for the past 1': 
years, has announced that it will op 
pose the transfer of KTVU, Sat 
Francisco, to NBC. 

Said KRON-TV president Charles 
De Young Thieriot: "We are nol 
going to stand still and let NBC ar 
bitrarily grab for itself a tv audience 
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at we have built up for them over 
period of years." 

illette Safety Razor Co. (jNIaxon) 
as extended its rights, for an- 
dier five years, to exclusive radio 
id tv coverage of the World Series 
'iraes on NBC at the rate of §3.75 
'lilhon a year. 

This agreement, which will run 
'om 1962-1966, is an extension of 
illette's current tv-radio contract 
'vering 1957-61, and represents an 
crease of §500,000 a year. 

Gillette wiM also have exclusive 
ghts to the one All Star game each 
;ar at the rate of §250,000 per year. 

etwork radio sales : Time Maga- 
ne, (Y&R) , for the Ivy League Foot- 
ill Game of the Week on CBS Radio 
New York . . . Four new partici- 
itors for Don ^McNeill's Breakfast 
'lib via ABC: Ex-Lax (Warwick & 
igler), KVP Co. (Grant), Swanson 
lokie (Grant) and Standard Labs 
lockmore Co.). 

olitics in radio : The 3Iutual Net- 

ork last week began airing a new 
ries of 20, 30, 60 and 90-second 
emotional spots aimed at empha- 

ing the particular importance of 
dio in a presidential election year, 
iditional copy, pinpointing pri- 
aries, the conventions and the elec- 
)ii itself, will be added to the on- 

-air campaign through election eve. 



RADIO STATIONS 



cording to the SRA's estimates, 
itional spot radio billuigs for 
^59 came to but 2.8% above 

e 1958 figures put out bv the 

:c. 

Following is a breakdown of the 
{A estimates for 1959 by quarters: 

ARTER BILLINGS % CHANGE 

rst §40.655,000 — 6.3% 

cond 45,808,000 
lird 43,827,000 
mrth 45.415.000 
>tal §176,705,000 

1 ^ 

[\B this Meek was firming up 

ans for its fifth annual Nation- 
Radio Advertising Clinic. 

For the first time, two cities will 
rve as sites for it: New York, at 

2 Waldorf-Astoria 31 ]\Iarch, and 
iicago, at the Sheraton-Blackstone 

pril. 



+ 8.7% 
+11.1% 
- 1.4% 
+ 2.8% 



Some 1,000 top-level radio and me- 
dia executives are expected to attend 
these twin sessions. 

Payola when paid for: WISTA, 
Newark, N. J., is making avail- 
able to record companies time on 
the air to promote its products. 

The plan: Station is reserving 4-5 
p.m. across the board daily for the 
record industry on a commercial ba- 
sis. During this time WNTA will air 
any record and commercial copy 
pushing it if the time is paid for by 
the record company or distributor. 
All records played will be identified 
as to source. 

Ideas at work: 

• Radio spots cause traffic 
jam: The Jones ]Mobil Gas Station 
in Hayti, Mo., purchased 10 one- 
minute spots to be aired for two days 
last week on KCRV, Caruthersville. 
Purpose: a get-acquainted special of- 
fering of gas at 10^5 per gallon dur- 
ing a two-hour period. Result: cars 
and trucks were lined up for a mile 
on each side of the highway within 
an hour of the special. More than 
4,500 gallons of gas \\ ere sold during 
this period. Tlie only form of adver- 
tising used to promote this offer was 
the spots on KCRV. 

• Shoe store becomes trading 
post: Thirty -two Thom McAn Shoe 
Stores in Southern California, in co- 
operation with KFWB, Hollywood, 
are acting as redeeming stations for 
the now extinct bus tokens. The idea: 
Station, through McAn agency DDB. 
is airing redemption-for-cash notices 
to bus riders who find it too incon- 
venient to exchange tokens at a pre- 
designated Transit Authority office. 

• Spearheading a traffic cam- 
paign: WJTN, Jamestown, N. Y.. 
is plugging a "You Are Responsible ' 
theme. Station has distributed more 
than 500 safety posters and is supple- 
menting this with a tag at the end of 
its lid-day local newscast reading 
"You are responsible for — number 
of days without a traffic fatality in 
Jamestown. ' 

Unusual sponsorship: Thomas 
Gilbert, president of the S. L. Gil- 
bert Co., has purchased two hours of 
program time on WINS, New York, 
to play the kind of music he wants to 
hear — not rock 'n' roll but a return 
to a golden era in music, the 1930's. 




SPONSOR is the qui( kcst 
. . . and 6^5/ way lo gel na- 
tional spot husiiii'ssi 1960 
will be the hottest national 
spot year in hi>lory. And 
we mean both t\ and ra- 
dio! Your camjiaign in 
SPONSOR— the l)ook tar- 
geted at spot buyers — will 
make your rep mighty 
hai)i)y. 



m 
m 
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Just a 
few days left 
to sign up before 

SPONSOR'S 

new rates 
go into effect. 

GUARANTEED 

RATE PROTECTION 

for all of 1960 at 
old (1957) rates 
if you enter your 
advertising contract 



m 



i. before 1 April! ^' 

wr^ rw]^ ^r'frj rtrj rfif^ ^ 
£^ S/<i 4>3 t/^S 4^ i«J ? 

Hurry! Call Art Breider 
MUrray Hill 8-2772, NYC 

SPONSOR 

THE WEEKLY MAGAZINE 
RADIO/TV ADVERTISERS USE 

40 E. 49th Street, New York 17 



Spin the SPONSOR WHEEL-OF-FORTUNE 
at the NAB CONVENTION 

Suit* 1106 • Conrad Hilton HoUi • Chic*(o 
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I iif 1 i_ into politics: Bill 

J,)! II;. ( uli\i' oi Yankton 
; 1 _ t II. and manager of 

I .NT. 'lanklmi. S. D., has an- 
t t.| hi- caiididaiv for the South 

I I ti State House of Kepresenta- 
U\ -. 

^aid Jnhnsoii: "With legislative 
pr<i]io-al? ontering into state as well 
a- ffdcral gov erii incut, it would ap- 
]iear a liroadcasting executive could 
dii much to protect broadcasting from 
uiiwi-e goNcrument action. 



Tlli^a "ii" data; ILAB this week re- 



lea-ed a new study on radio's night- 
time strength containing documented 
material on the reach and economy 
available to advertisers placing their 
commercials then . . . WISN, -Mil- 
waukee, has applied for a power in- 
crease to 10,000 watts ... Pet Milk's 
third annual Grand Ole Opry talent 
contest to find new talent in the 
Country -Western Music field will be 
held 23 May through 3 June via 200 
Keystone Broadcasting System 
stations . . . Tlie winner: KILT, 
Houston, copped first place for out- 
standing radio advertising and mer- 



\ 




OH-OH! 

Somebody's Face Is Red 
After Seeing Page 3* 
of the new Amarillo ARB 

'Average Qoarter-Hour "Homes Reoched" 
ARB, November 1959 



Yes... ARB 

Proves 




Coverage 



We told you so . . . that K\II-T\"s full power, all-live .ABC 
and 8:00 A.M.-to midnight daily programming combined with 

.Amarillo's tallest tower was upsetting the old Amarillo T\' picture. 
K-7 sure reaches the homes. Page 3 of the new .ARB proves 
that. .And, while voii're in the .ARB, look at the near even split in 

the .Metropolitan Share of Audience. Look at 6 P..\I. to 10 P.M. — 
look at Sunday. Then ask your Boiling man for specific availabilities. 

Kvii-Tv a 

CHANNEL 7 AMA RILLO. TEXAS 

The C^VI Buy 

KROD-TV KVII-TV KOSA-TV 

EL PASO AMARILLO ODESSA-MIDLAND 

DELIVEKS TEXAS' 3 FASTEST CROWING MARKETS IN EFFECTIVE 
BUYING INCOME — 1959-1965" 

1. Odfssa..\ridland I p 66.9'^ 

2. El I'aso Up 57. S'', 

3. A.MAKrLl.O Vp53.3"<; 

i l.ubtxick Up 50.9' r 

Corpus Chr-wt) Up 4S.2'r 

* II u ton Up 

-. !>;, Ins-F: Wi.rth Up 46.1'', 

^ '1' <• Up45.5'-c 

• "S^t^^^ Uartarrmvnl. Nor. lO. 1939 

• ■ W STATIO.N 

30 »UTT STJIIONS /4 mTIOKU REPRESEKHIIVE 
0 »UTT ttmm/ I IHEIOttlKSCOMPlKr.lKC. 
ii 1< Vturhn. rhtirmin of Ihe Board 

Cf I L TrlEE rrptlilTit 
''• ( I f Niil nil S«le! Mtr 




chandising promotion in the Ray-0 
Vac Co.'s national contest for ib 
flashlights and batteries . . . KEEP 
Twin Falls, Id., after airing continu 
ously for 108 hours, raised $2,493 fo( 
the Heart Fund . . . New quarters^ 
KGY, 01)Tnpia, Wash., moving to f 
new building, to be ready for occu' 
pancy mid-April, at the North end a 
Washington Street. Move coincide 
with station's 38th anniversary . . 
The new "Showcase Studios'' i 
WING, Dayton, have been complet 
ed and thus consolidate all its latej 
equipment for showrooms, studios 
and ofiaces. 

Anniversary notes: Hamail; 
Bros., Flint, celebrating 25 years oi 
consecutive advertising on WFDF 
Flint . . . E. B. Landon, studio en 
gineering supennsor, marking h 
39th year with KDIw\, Pittsburgh. 



Kudos: To WPTR, AJbanySche 
nectady-Troy, the first major awar« 
of the newly-formed Greater Colon* 
Chamber of Commerce "in grateft 
appreciation for its invaluable ser* 
ice to the town" ... To Kt WB 
Hollywood, an award from the U.S 
Air Force in recognition of its publi 
service support ... To the news -!( 
partment at WTCN, St. Paul-Minnc 
apolis, a plaque for "outstandi 
news achievement" from the Nor 
west Radio-Tv News Association 



Station slafifers: Joseph Kirbj 
to general manager of WROK, Rock 
ford, 111. . . . Del Leeson, to genera 
manager of KPAM & KPFM. Porf 
land . . . Curt Wliite. named geii 
eral manager of WDMV, Pocomoia 
City, Md. . . . Murray Grahlio 
to sales manager heading the sju 
cated sales force for Banner R»i 
. . . Conrad Schader. to news dir 
tor, KIG\, Denver . . . Thom 
Guier, to the sales stafiF at WIN 
Davlon. 



REPRESENTATIVES 



Avery Knodel is distributing V 
all national advertisers and agen^ 
cies the second edition of A Spot 
light on the Southeast — .\eir« 
Land of 1960 Marketing Oppor 
tunity. 

This detailed study charts the eirei 
gence of that area as one of tt 
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St regions for the prospective ad- 
ftiser. Concurrent with the growth 
, population, industry and agricul- 
:e, is the huge increase in retail 
as. 

With that increase, A-K's study re- 
rts, is the great amount of spot tv 
)ney being spent in the Southeast. 

;p appointments : Southeastern 
J Market Network, consisting of 
)re than 300 radio stations in nine 
tes, to Grant Webb Co. . . . 
CO, El Centro, to W. S. Grant & 
t. as national rep, with Hugh Feb 
. & Assoc. appointed station's rep 
Oregon and Washington . . . 
BIC, Bayshore-Islip, L. I., and 
KDL, Clarksdale, Miss., to Hal 
alton Associates . . . KNDE, 
ttsfield, Mass., to Kettell-Carter 
New England rep . . . WPKM-FM, 
mpa, to Good Music Broadcast- 

8. 

;w regional rep; The newly-or- 
nized Regional Representatives 
)., located at 1018 North Charles 
reet, Baltimore, this week reports a 
t of 17 Baltimore-Washington sta- 
mps it will represent. 



Strictly personnel: Frank Sara- 
ceno, to Weed-Tv, Chicago ... Ir- 
win Unger and Norman Rosclicr, 
to the Chicago office of Headiey- 
Reed . . . Charles Renibert, to the 
San Francisco office of the Branham 
Co. . . . Martin Mills, to director of 
research for the Meeker Co. . . . Rob- 
ert Kizer, promoted to assistant di- 
rector of tv sales in New York for 
Avery-Knodel . . . Earl Thomas, to 
marketing specialist for the newly- 
created Creative & Marketing Serv- 
ices Division of John Blair & Co. 



TV STATIONS 



WBRZ-TV, Baton Rouge, La., 
last week aired two half-hour 
programs exposing crooked gam- 
bling in the city. 

How they did if. Station hired a 
gambling detective who checked into 
a Baton Rouge hotel and then set 
about ferreting evidence from various 
night spots along the gold coast. 
Working with him was a WBRZ pho- 
tographer who managed to photo- 

{ Please turn to page 68) 




THE TWO BILLION DOLLAR 



MARKET 



LJ 



SOUTHEASTERN NEW ENGLAND 

No newspaper — no other radio station anywhere — effectively sells 450,000 
homes in this contiguaus market area. Ask yaur Blair man for both quantitative 
and qualitative Pulse studies, proving WPRO's 8-county dominance. 




o ^^^^ 

GET 
MOVING! 

Stations on the go are rolling 
with Sl'OXSOH! 1960 will 
be the hottest national sjiot 
year in history. And we mean 
both Iv and radio! Yourcam- 
paign in Sl'ONSOH— the 
book targeted at spot buyers 
— will make your rrp mighty 
happy. 
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Just a 
few clays left 
to sign up before 

SPONSOR'S 

new rates 
go into effect. 

GUARANTEED 

RATE PROTECTION 



for all of 1960 at 
old (1957) rates 
if you enter your 
advertising contract 
before 1 April! 



M 

I Hurry! Call Art Breider 

iMUrray Hill 8-2772, NYC 

SPONSOR 

THE WEEKLY MAGAZINE 
RADIO/TV ADVERTISERS USE 

40 E. 49th Street, New York 17 
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Spin the SPONSOR WHEEL-OF-FORTUNE 

at the NAB CONVENTION 
Suite UOE • Conrad Hilton Hotel • Chicaco 



P A M O U S 



MEASURING INSTRUMENTS: 6 



The standard 
by which others 
are judged 




his is a micrometer, one of the mui 
\ precise of measuring instruments 
I J Invisible inside it is an eleme:^ 
which makes it so— the so-calle 
lead screw which is made to exacting specific 
tions set by instruments (and a master screw 
in the United States National Bureau C 
Standards. 

This micrometer shows .241-inch distanc 
between its anvils, the product of two readings 
.016" in the thimble plus .225" on the barrel 

The circular movement of this screw, rti 
lated to its axial movement, is what makes i 
accurate. The amount of axial movement p 
unit of circular movement (revolution), d( 
pends on the thread, and is known as the leaa 
Hence, lead screw. 




32nds. 
-<(. .0 3JHS7 

5 .1562 
.2167 
.2812 
.3437 
.4062 
.4587 




Micrometer readings of length, width ail'' 
thickness describe the size of an object iij 
several dimensions. Television audiences als 
must be measured in several dimensions befon 
they are discernible enough for evaluation 
ARB Nation-wide all-county simultaneou 
measurement provides the only industry tofi 
with the full dimensions of station and pr-.i 
gram audience size . . . TOTAL home potential 
TOTAL net weekly circulation, quarter-hou 
TOTAL homes reached . . . found by actua 
survey, not projection or interpolation. TotJ 
audience composition data and one week/fou 
week metro area rating breakouts are als 
available : in complete separate market re 
ports or in summary form for all 240 U. S. 
markets, and offered to ARB clients with . 



Accuracy . . . Reliability . . . 
Believability 




AMERICAN 
RESEARCH 
BUREAU, INCJ 



WASHINGTON NEW YORK 

LOS ANGELES 



CHICAGO 



G2 
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What's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 
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You couldn't have a more explicit shadow cast before a great policy contro- 
versy than this: the imscliediiled deliate between FCC chairman John C. Doerfer 
and chairman Oren Harris at the current week's gathering of CBS affdlates here. 

h was a week in which the broadcasting industry attempted to clarify for itself the Wash- 
ington mess it faces. 

To begin with, the NAB state presidents' meeting served the association as an attempt to 
alert broadcasters right down to the grassroots that this is no minor set of problems. 

Doerfer had earlier made a speech at the state presidents' conclave in which he issued a 
strong defense of broadcasting and called on the industry to resist those recommenda- 
tions of the Harris House Legislative Oversight subcommittee which wouhl entail 
further Government controL 

Harris came back at him at the CBS affiliates meeting with a charge that Doerfer wants 
to preserve the status quo, that abuses in the industry have been widespread and 
not hniited to just a few as Doerfer suggested. 

Doerfer, fresh from making his own speech at this second forum, created something of 
a sensation when he asked for time to issue a rebuttal. 

In his comeback Doerfer pointed to FCC recommendations for strengthening safe- 
guards against deception and payola and demanded: "What is there in this to indi- 
cate any callousness toward protection of the public?" 

Another Doerfer point: he would take free competition in a free democracy to go\erii- 
ment control and he warned we are at the crossroads. You don't, he said, go into 
dictatorship in one fell swoop, but rather, in the \vords of Abraham Lincoln, "you slide back 
into it." 

Harris called on the broadcasting industry to "face the facts, recognize any shortcom- 
ings, if there are any, and o\-ercome them." He called the situation an indictment, not of 
the industry, hut "of the soporific attitude of too many in the business and in the 
regiilatorv agencies." 



FTC chairman Earl W. Kintner, addressing the CBS affiliates, left no doubt 
that the trade commission would continue to comb ads carefully. 

He also again \varned print media not to be too happy about the problems facing broad- 
casting, because their ads (print) would be scanned equally. 



Other events of the week bearing on the wave of industry probes: 

THE SENATE COMMERCE COMMITTEE: chairman Warren Magnuson said his group 
would give careful consideration to the Harris report recommendations, but promised full 
lieariiigs and an opportunity for the broadcasting industry to present its case. He dis- 
closed he was more concerned about false advertising and commercials Mhich are not 
in good taste than about programing and suggested that the public has a right to know 
how the ratings work — hence the committee will in due time delve into such rating 
services. 

MORE RE THE HARRIS SUBCOMMITTEE: 15 March has been set as the starting 
date for hearings on bills to set up a code of ethics for the rcgidatory agencies. 
(Meantime a House Judiciary subcommittee expressed great displeasure that the FCC ignored 
its own 1957 recommendation that the FCC set up a code of its own.) 

FCC'S "PAYOLA REACTION: started machinery rolling to question the right to 
continue holding licenses of stations which have accepted "payola" directly. 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 
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FILM-SCOPE 



CBS Films has broken into the eirele of network suppliers via its sale of Angc 
to General Foods through Benton & Bowles on CBS TV. 

The special importance of the sale is that 1) it gets the new programing regime of Roh-I 
ert F. Lewine off to an auspicious start, and 2) it may signify a stronger aeeent on com 
e<ly programing in the 1960-61 season. 

Angel, produced by Jefl Oppenheimer, goes in at 9:30 p.m. Monday. 



Iligiit now programing for syndication is dropping its aetion-adventure for- 
mulas in a seareli for other formats. 

Typical of the new complexion of syndication programing are these four shows which 
are among those most recently put into syndication: 

• The Anieriean Civil War, a documentary based on Mathew Brady photographs and 
produced by Westinghouse stations; Trans-Lux Tv is the distributor. 

• Home Rim Derby, a sports competition for prizes featuring major league sluggers^ 
produced and sold by Ziv. 

• iMedieine 1960, a documentary of actual operations in full-hour tape format. Pro 
duced by KRON-TV, San Francisco, and sold liy Screen Gems. 

• Play of the Week, a two-hour dramatic series produced on tape by WNTA-TV andij 
syndicated by NTA. 

Don't expeet too mueb new syndieation programing to be brought out in the'i 
immediate future. 

Some syndicators who scheduled new shows to come out in Marcli have in a few case 
postponed them for a while. 

Station men have complained about the dearth of new shows — but at the same timi 
lhc\'vc honestly admitted that they often don't have time periods even for some show 
available in their market. 



The ratings on Sereen Gems' Manhunt seem to indieate that a show doesn 
require violenee in order to hold its grip on an aiidienee. 

^Manhunt's approach minimizes sex and violence and its star, Victor Jory, portrays 
frankly middle-aged police lieutenant. 

Tlie show got a good eonsiimer press; many critics praised it for not going over- 
board >vitli blood and blondes. 

Here are November or December 1959 ARl) rating scores of the show: 



MARKET 


RATING 


San Francisco 


19.0 


Minneapolis-St. Paul 


12.5 


New Orleans 


17.6 


Milwaukee 


22.7 


Dayton 


23.2 


Denver 


23.1 


Pittsburgh 


22.3 


Buffalo 


15.4 


Cincinnati 


19.2 


San Antonio 


24.6 
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FILM-SCOPE continued 



Scrcoii Gciiis lias si-jiicd ooiilnicts >villi »<latioii8 for iMcdiciiic 1960 in :il>oiit 
20 markets. 

Each of the station sales is conditional to allow Screen Gems to hring in, if it can, an 
outside advertiser such as an ethical drug, medical or institutional advertiser. 

There'll only be 12 of the full-hour tape episodes produced, and consequently 
each station will come up with its own programing format; a few will start in March 
or April and some will hold the show for fall. 

Stations that have bought Medicine 1960 include: KPLR-TV, St. Louis; WWL-TV, De- 
troit; KING-W. Seattle; KGW-TV, Portland; KPHO-TV, Phoenix; KCTX, Salt Lake City, 
and KFSD-TV, San Diego; other markets sold include Spokane, Yakima, Las Vegas and 
Bakersfield. 

There's coiisiderahle national money coming into syndication in individual 
market buys of shows snch as MCA's Johnny SUdnight. 

Here are national advertisers who bought this show in the past two weeks: 

• Warner-Lambert (Lambert and Feasley) in Boston and Philadelphia. 

• Armour and Co. (Foote, Cone and Belding) in Greensboro, N. C, alternating with 
Liggett and Myers (McCann-Erickson) . 

• R. J. Reynolds (Esty) in Baltimore. 

• Studehaker dealers (D'Arcy) in New Haven. 

Other sales for Johnny Midnight: Cliilds-Big Chain food stores in Texarkana (Bozell 
and Jacobs) and stations including WGN-TV, Chicago. 



^^COMMERCIALS ) 

Robert Lawrence Productions' merger with RKO-Gcneral is the fourth such 
nfhliation by important commercial producers in a year. 

The move has some of the aspects of the Film ways-Warner Bros, and Screen Gcms- 
EUE affiliations, where producers joined with tv film companies, and also the Trans- 
film-Buckeye link, where a non-broadcast parent was involved. 

RKO-General is in broadcasting but is itself oivned by General Tire. 

Ulusic Slakers has taken a seminar on the road to provide an informational 
clinic on music in commercials to fllinneapolis agencies and advertisers. 

This week a four-man team was invited to appear in Minneapolis at BBDO, General 
lAIills, Camphell-lMithun and Knox-Reeves. 

The group consists of Mitch Leigh, head of Music Makers, executive v.p. Herman Edel, 
production v.p. Bill Schwartau and account executive Gabe Longo. 

Music Makers previously was invited to present the music seminar in other cities to 
Dovle, Dane. Bernbach: Grey; Compton: Cunningham & Walsh: N. W. Ayer; Dohcrty, Clif- 
ford. Steers & Shenfield; Warwick & Leglcr, and Ogilvy, Benson & Mather. 

Commercials producers got an unexpected windfall of orders from the drug 
and cigarette advertisers who revamped their campaigns. 

Many advertisers have quietly made agreements with the FTC to desist in certain com- 
mercials practices involving unprovable claims. 

While the drug and cigarette companies are unhappy about having to create extra budg- 
ets for commercials, they're in every case preferring this alternative to the unfavorable pub- 
licity of federal citation. 
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SPONSOR HEARS 



Tlie proprietary drug field appears to be in quite an unsettled 8tate. 

Likely sequel for the business: shifting of products from one agency to another. Two 
of the hig companies are listening intently to pitches. 



Watch for the Writers Guild of America to settle its strike against tv at an tjarly 
date and to keep batth'ng the major HoIly\vood studios for a long time. 

^Meantime somewhat of a bootleg market in tv scripts has sprung up and quite a 
iinniher of Guild members Iiave found work as directors and producers in the 
medinm. 



Count on the bigger reps this year to give more cognizance to tbe need for a 
sales development operator in radio. 

The latest firm seeking to add such an arm to its operation is Katz. It's been scouting 
and interviewing. 

Jot down among tbe account types that once Hocked to tv and are now vir- 
tually among the missing: carpet and rug makers. 

Back as far as 1949 the medium could list such leaders of the field as Bigelow San 
ford, iMasIand and Mohawk. 

It looks like a IVew York agency will be inviting a Sl-million sweets account 
to take the busuiess elsewhere. 

The reason: the agency's president is getting fed up with the conflict in marketing 
and advertising viewpoint due to personal feuds in the client company. 



Don't be surprised if radio stations someday arc completely run by automation 
Latest thingamabob in that direction: a machine that offers jingles for every miniitti 

of the day — singing time signals, station identification vocals and weather jingles 

Ml pre-set on tape or via a push of the button by the engineer. 

This one will be unveiled by Commercial Recording of Dallas at the NAB con< 
vention. 

CHS TV has apparently put a taboo on outside bnys of public service pr** 
grams by its o&o's, a la its recent refusal to accept from Shulton a freelance space show. 

An o&o was in process last week of dickering for such a series when it was told tha< 
(■(impaiiy policy required that nothing of a public service nature could be telecast un- 
less produced by the net^^"ork or station. 



Look for the rep firms to do far more rotating of their people between tli# 
Ne^^• York and Chicago offices. 

The idea: New Yorkers will learn that their city is not an ad^■ertising island unto its 
and the Chicagoan may have his viewpoint varied hy a change of contact climate. 
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By Any Yardstick 



The big On 



Takes the Measure ^ 



WKRGTV 



CHANNEL 5 MOBILE, ALA. 

Gall Avery-Knodel, Representative, 
or C. P. Persons, Jr., General Manager 
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W R A - L" P 

I ( .'I pui:e (il I 
I liif iiilci iiii - of tlic jTiiilk' 

- Willi J iiiiiiialiiii' c-aiiiera. 
.1 )ii Djrrains fiii(liiig>: Aliout 
■ 1 lilt" iiaiiiMiiiji ill llic area ua? 

I I IHlkt'll. 

lilfa^ lit «»)i'k : 

• l'r<)iiiiitiii<: |)iil)li»' iirrvifo: 
WJXT. Jacksoiu ille. lia# ])ubli>lie(l 
a icpoi-l. "Awareness I95'J." cover- 
ing; tlie station's activities in public 
alTairs ])r()gi-aiiiin<; during last year. 



According to tlii? re]K)rt. station aired 
more than I 1 1 hours with cultural, 
informatioaiil and public aflairs pro- 
grams. 

• On tlu' iiiercliaiidisiiiji frtmt: 
\\'n3W'-TV. Topeka. is sup]jorting 
ihe 1)X Suiiray series, Grand Jury, 
with this campaign: (I) Station held 
a studio part\ com])lele with pre- 
views of commercials for DX dealers 
prior lo show's premiere: (2) deal- 
ers are displaxing station's Grand 
Jury window banners; and (3) sta- 
tion is mailing to special groups pro- 



2-State Sales for Half-State Costs!— 

WWTV AREA RETAILERS 

OUTSELL THOSE IN 
HAWAII AND ALASKA 
^ COMBINED! 




NCi No 3 ih*wt that WWIV hat 
dailr ciftwUlien. bolh derlime and 
nighttim*. in 36 Mithigon c*untiet. 



WK20 TV — CBAND BAPIDS HAIAMAZOO 

WKZO »ADIO KALAMAZOO BATHE CREEK 

wjEF Radio grand rapids 

WJEF Em — GRAND RAPIDS KAiAMAZOO 

WWTV - CADtllAC, MICHIGAN 

KOlN TV — IINCOLN, NEBRASKA 

AilMic.rd wlh 
WMBO RADIO — PEOR'A. lUINOIS 
WM80 TV _ PEORIA ItllNOlS 



Imagine it! Retail sales are greater in the Cadillac- 
Northern Lower Michigan area than those in the 
states of Hawaii and Alaska combiuedl* 

And most important, yon need only WWTV, 
Cadillac to get complete, effective cox'cragc of this 
area. \V\VT\' is the only station with daily circu- 
lation in all of Isorthern Lower Michigan's 36 
counties (XCS No. 3). NSI (Xovember, 1959) for 
Cadillac-Traverse City shows that WWTV delivers 
more homes than Station "B" in 344 of 352 com- 
petitive quarter Iiours surveyed, Sunday through 
Saturday. 

Add WWTV to your \VKZO-T\' (Kalamazoo- 
Grand Rapids) schedule and get .all the rest of 
Michigan worth having. // you 7vanl it all, give lis 
a call! 

'Combined annual retail sales for Hawaii and Alaska are 
currently $809,033,000. WWTV area sales are $809,795,000. 




WWTV 



316,000 WAnS • CHANNEL 13 • IJM' TOWER 
OS and AtC In CADILLAC 

Serving Nonhern Lower Michigan 

Avtry Knadti, Inc., fxe/irsiVe National Reprejenrarirec 



gram episodes dealing with their o 
cu])atioiis. 

Kudos: To A. James Ebel. v.j 
and general manager of KOLN-TX 
Lincoln, the Silver Service Awar 
for outstanding community service i 
the field of advertising, from th 
Lincoln Ad Club ... To WBB>1 
TV, Chicago, a citation from th 
chairman of the Chicago Street Tra 
fic Commission for its efforts in bi 
half of traffic safety . . . Fran All 
sou, tv and radio star, honored b 
the Women's Advertising Club of Ch 
cago for her outstanding contribi 
tions in the field of entertaininei 
and advertising . . . WBZ-TV. Bos 
ton, awarded the Freedoms Found 
tioii George Washington Honor Met 
al for its 1959 "Lamp of Knowledge 
public ser\'ice programing project 
Richard ^loore, president of Time^ 
Mirror Broadcasting Co., appointe 
to Mayor Xorris Poulson's advisor 
committee on human relations . 
To KMSO-TV. Missoula, Mont., th 
"Gold Medal" award for the best t 
musical program in the Wester 
States, from Tv-Radio Mirror .Maga 
zine ... To WxNTA-TV. Newar 
X^. J., a citation of recognition fro 
the Sah"ation Armv. 



On the personnel front: Irvin 
Waugh, to v.p. in charge of tv fo 
WSM, Inc.. Xashville . . . Gus Vai 
derhevden, to local sales manage 
of WNDU-TV. South Bend-Elkha 
. . . Rohert Bovik, account exec 
live, WFGA-TV, Jacksonville . . 
William IMulvey. to assistant ge 
eral sales manager of WX'HC-T\ 
Hartford-Xew Haven . . . Robe 
Van Rod. to director of jjromotio 
and advertising for WCBS-TV. X'e 
York . . . Tom Pare, to director < 
sales for WRC-TV, Washington. D. i 
. . . Les rs'orins, to general sal 
manager, KFRE-AM-TV, Fresno . . 
William Faath. business manage 
WCAU-TV, Philadelphia ... Bo 
Young, to director of news f( 
WNDU-TV. South Bend . . . Ho\^ar( 
Hunter, operations director, KMT^ 
Omaha . . . C. Tom Calhoun, direc 
tor of public relations, KOOL-A^ 
TV, Phoenix ... A. Richard Roii 
ertson, to manager of the prom 
tion and merchandising department a 
KROX-TV, San Francisco . . . JosepI 
Jacohs, named general attorney o 
Metropolitan Broadcasting Corp. ^* 
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WTVJ 



;iis now programming 
the MCA Paramount 
movie features! 




"ROAD TO MOROCCO" pulls a 39.3 
ating for a 67.5 share-of-audience 
igainst prime network programming! 




A continuing WTVJ promotion campaign 
is hypo-ing interest in WTVJ movies like 
never before. Contact your PGW Colonel 
for participations on THE LATE SHOW, 
GOLD COAST THEATRE, THE BIG 
SHOW, IMPACT and THE SUNDAY 
SHOW — all on WTVJ. 



ARB Tues. Feb. 16 7-8:30 p.m. 

SETS-iN-usE~58.2 share-of- 
rating audience 



WTVJ "Road to Morocco" 
Station "B" 
Station "C" 



39.3 67.5 
11.7 20.1 
7.2 12.4 



*ARB Overnight TutS. Feb. 16. 



CHANNEL 4 




WTVJ 



SOUTH FLORIDA'S LARGEST DAILY CIRCULATION MEDIUM 

Represented nationally by Peters, Griffin, Woodward, Inc. 





B 



While sen'ing a single 
stauon market, WTHI-TV 
fulfills its public sen'ice re- 
sponsibilities in a way that 
has gained for it the appre- 
ciation and support of its 
entire \newing area ... a cir- 
cumstance that miisi be re- 
flected in audience response 
to advertising carried. 

Five full % hours of local 
public service program- 
ming each week. 



WTHI-TV 

CHANNEL 10 CBS • ABC 

TERRE HAUTE 

INDIANA 



eD'esefiiea Nai'oriii Dj. Bo .rig Co 



KTVR 

DENVER, COLORADO 

HAS JUST HOPPED ON THE 

BIG MAC 

GRAVY TRAIN! 




with NABISCO CEREALS SPONSORING 
'A HR A WEEK FOR 26 SOLID WEEKS ! 
CiT COMPLETE DETAILS FROM: 

u.ci.a. 

'■ITED ARTISTS ASSOCIATED. INC. 



Tv and radio 
NEWSMAKEI 




Robert Perry Mountain join; McCann 
Erickion Advertising t U.S.A. I next mont] 
a; a senior \ .p. and member of the boar 
of directors. For the past 22 years. Mom: 
tain had been with YiR. holding the suc- 
cessive posts of manager, outdoor advertb 
ing department: v.p. and member of the 
plans board: supervisor of the Genera 
iFoods account: director of radio and tvj 
and. most recently, ^-.p. in charge of new business. He attende>l 
Georgetown U.. is a resident of VTilton. Conn., and the father of four. 

Richard Hyland, CBS Radio ^.p. and 
general manager of KMOX. St. Louis, last 
week announced this programing change: 
KMOX is dropping all weekday afternoon 
record programs in favor of an all-Lnfor- 
mation format, dubbed The J oice of St. 
Louis. From noon to 7 p.m.. the nev for- 
mat will include a combination of present 
CBS shows, and a new feature. "At Your 
Senice." Said Hyland: "The elimination of records during peak aud; 
ence time is designed to broaden the scope and function of radio. 




Alvin C. Bramstedt becomes president cl 
All-Alaska Broadcasters. Inc., a new cor- 
poration formed to purchase the thrf» 
radio and two tv stations of the Midnig! '■ 
Sun Broadcasting Co. The tran;action in- 
cludes KFAR-.\.M-TV, Fairbanks. KELM 
.\M-TV. .\nchorage, and KTKX. Ketchi- 
kan. Bramstedt, general manager of the 
Midnight Sun stations, has been associated 
with that organization for the past 20 years. He moved to Alaska fro:' 
Aberdeen. \^'ash.. in 1940 to serv e as announcer at KFAR. Fairbanks. 



4 



Robert H. Van Roo has been named di- 
rector of promotion and advertising for 
WCBS-T\'. X. Y. He returns to CBS^after 
a \ear as director of promotion for \\ I CX- 
AM-TV, Minneapolis. Van Roo first joined 
Columbia in 1955 as assistant promotion 
manager for \\ XIX, then the CBS-owned 
station in Milwaukee. He moved up to head 
of the department in 1956. ^'an Roo's other 
experience includes a stint as asst. business editor of Mihi^ukc* 
Sentinel and p.r. director for Wisconsin Chamber of Commerce. 
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Cincinnati, Ohio 
December 7th, 1959 

Sports Director 
Radio Station - WDAF, 
Kansas City, Mo. 

Dear Sir; 

My husband and I are planning on moving to the Kansas City 
area early this spring to make our home and we are wondering if 
you would be kind enough to send us a listing of all the towns 
who get the radio broadcast of your Kansas City Athletics ball 
games. 

We are not planning on locating in Kansas City proper, and that 
is the reason for our wanting to know just what towns outside 
do get the broadcast. 

We are of middle age and "sort of retired" so we can locate 
just about any place we like, and knowing what cities do get 
the broadcast will have quite a bearing on our final decision. 

We are very enthusiastic sports fans, and of course, mostly 
interested in base ball. 

We have been here for the past several seasons and are getting 
a little bored with the Cincinnati Reds and their broadcasts ill 

Thanking you so very much for your courtesy, I am. 

Respectfully, 



Mrs. C. E. Hubert, 

3762 Reading Road, Apt. #3, 

Cincinnati 29, Ohio 



ar Mrs. Hubert: Anywhere in this circle will be fme!" 




□ Yes, Mrs. Hubert, we're dclig-lited 
to report that you can hear tlie Ath- 
letics' broadcasts . . . CLEARLY . . . 
anywlierc witliin the l)ig circle 
shown on this map. As you can see, 
it leaves you and Mr. Hubert with 
a great deal of latitude as to wlierc 
you can settle ... an average radius 
of about two hundred miles (day 
and night), in fact. □ Thanks a 
million for asking. Witliont your 
lielp. we might have forgotten to 
remind folks of WDAF"s tremen- 
dous area coverage when the base- 
ball season opens next mouth. □ 



Represented by 

HENRY L CIIRKSTAL CO.. L\C. 
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frank talk to buyers o) 
air media facilities 



The seller's viewpoint 



Are you. as an advertiser or agency, using co-operative advertising improper- 
ly? William L. Jones, general manager, KWK, St. Louis, believes that in a 
majority of cases, both products and stations are being hurt by current co-op 
practices. Jones calls for doing away with "this unfortunate system of sell- 
ing." Do you agree? Here is a frank letter on a highly controversial subject. 
This column will be glad to publish other such letters from broadcasters, 
agencies, representatives and advertisers. How about n'riting us rour views? 
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CO-OP-STATION ASSET OR LIABILITY? 



Legitimate co-ops in the radio niediuin, if used 
conectly. can be advantageous to all parties con- 
cerned — the retailer, the product and the station. 
But let's be realistic and admit that, in most in- 
stances, the product and the station are being abused 
b\ co-ops as they are used today. Unfortunately, the 
niedium has become victimized because of the age- 
old, and greatly condoned, newspaper practice of 
the co-op. 

we all know, there are some food and drug 
chain- that make more money reselling their co-op 
-pots than they do from their actual retail sales. 
Stations sometimes feel they are picking up revenue 
by -elliiig a package to either a drug or food firm 
;it a local rate. 

This may or may not be true . . . depending 
upon the circumstances involved. But who is the 
hiser when the chain sells the national advertiser on 
the co-op and at a national rate? When the books are 
balanced, the station discovers it would have gained 
one or more firm schedules from the national adver- 
tiser as an incbvidnal. 

I hr advertiser who gleans the full value from ra- 
- the one who is open to the suggestions of the 
! fation rej)! esentative who will find the most 



beneficial way to program his schedule to the sm 
cessful goal of his campaign. The few announa 
ments he receives for a co operative buy are usual 
paid for at a premium rate and certainly don't serv 
his purposes to the fullest extent. 

Individual attention, on behalf of our advertiser 
is what we strive for. We feel that we can better pt 
the client's "whole story" together in an attentioi 
getting way and place it before the prospective coi 
sumer audience he desires to reach — if w^e are pa 
mitted to handle the account as a whole rather th 
as a part. 

Also, the national co-op advertiser misses out o' 
the many pluses regarding services rendered by th 
station itself when the account can he handled as 
unit. As a concrete example, we might take the fai 
that about nine out of every 10 national advertiser 
don't receive the merchandising that tbe station wi 
do for them. And there's no arguing about this- 
plus for the client! 

Both the station and tbe client are losing out whe 
the co-op is unwisely used. Therefore, let's do awa 
with this unfortunate system of selling and work tn 
ward the end that will better profit both the advei' 
tiser and the station. ^ 
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It'sahatit... 




watching K\A^ J-TV in Fresno 

(California) 

TV viewers in Fresno see top shows in ^ 
every category on KMJ-TV. For example: * kmj-tv . . . 

flrit »t»tion in 

Top syndicated show Highway Patrol ^ 

Top late-night show Jack Paar of ih. b,.. 

Top network show Wagon I ram 

Top network news show . . . Huntley-Brinkley Report 
Top local news show Shell News H^J^J 

•ARB - Nov. '59 V-^^^S^t 

THE KATZ AGENCY, NATIONAL REPRESENTATIVE 
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pi SPONSOR 
^ SPEAKS 

Rising interest in fm 

\\ itliiii the pa-t few month? there ha? been a significant in- 
crea.-e in the number of inquiries received by SPONSOR s 
Reader Service department about fm. 

Ageiicie.-. ajiparently -purred l)y interested advertiser?, 
have been writing and calling ns for information on the fm 
medium, and for dates of 5P0.NS0K fm article?. 

We believe that this is a highly interesting development 
and one that should be watched carefully by broadcasters. 

Progre?? in fm is understandably not as spectacular as 
many in the industry could wi;h. But it is obviously continu- 
ing at a healthy rate. And many new straws in the wind 
indicate the vigor of the fm movement. 

Ju?t this week, for instance, we received word that Sarke.- 
Tarzian Inc. is now marketing an fm receiver that sells at the 
remarkably low cou.-umer price of S19.95. 

Recently, a survey by KSFR. San Francisco, among tliose 
who attended the 1960 Stereo High Fidelity show, disclosed 
some impressive facts about fm listeners. 

According to the WSFR study, fm listeners listen 5.4 hours 
a day, 38 hours per week. Ninety-one percent of them listen 
l)etween 5 p.m. and midnight, and would like after- 

midnight fm programing. 

Their i)rogrann'ng preferences are heavily for the classics 
Id6\ ) and light classics (ll'~c}. and they apparently are 
grateful to fm sponsors. Eighty-two percent said they bought 
l)rodiict- or -ervices adverti-ed on fm and 30.4 took pains 
to write in notes about thi.- on the suney questionnaire-. 

Thi- latter note is especially welcome. Too often in the 
jia-t fm ha- been con-idered a kind of technical gadget 
unrelated to programing or adverti-ing consideration-. 

We believe that fm ha- a tremendou- future as a program 
and adverti-ing force in its own right. And we are happy to 
report that fm broadcasters are planning the medium's de- 
velopment with an eye to more than the scientific superiority 
i){ their sy-tem. 

THIS WE FIGHT FOR: A greater under- 
standing on the part of agencies and advertisers 
of the many difjerent types of opportunities 
which are offered to them in the field of radio. 





lO-SECOND SPOTS 

Cold war: Back in April 1959, Ra 
Moscow requested some tapes of ] 
grams broadcast by WBT, Charlo 
N. C. The bill covering cost of 
tapes amounted to S31.15. 
still trying to collect. Could 
putting a lien on the next Spui 

Jungle jingle: The Jingle Mil! 
N.Y.C. has received several requ 
from African radio stations for si. 
ing commercials. Says Mill-o\v: 
Mort Van Brink, ' l' still find 
strange to think in terms of 'Tang 
yika Motors is the place to go 
an elephant that will save you doi 
— cha cha cha.' My other concen 
that if they don't like the jingle, 
they send a letter or the Mau Mai 

Cradle of greats: Back from the 
cent Georgia Broadcasters Meeti 
sponsor's publisher is con\ inced 
knows why Dixie has contributed 
many great leaders in broadcast 
and other fields: at his hotel the 
he learned that even the bellb( 
have business cards. 

Puzzlement: Beginning of a lei 
received at SPONSOR from H-R Telfl 
sion, Inc. — 

"To further your knowledge, 
closed is a county-by-county brr 
down of the dogdom world in 
WSVA-TV coverage area, and 
total number of licensed canines 
the states of Virginia and West \ 
ginia . . ." 

Down, boy! 

Partisanist: Received at sponsor 
letter from radio station \^'LAG 
LaGrange, Ga., with the posta 
meter printed legend: "Help Sta 
Out Tv." 

Cesundheidt: Press release fi 
WLOS, Asheville, N. C.— 
"WLOS Radio . . . reports that the I 
bug has hit its staff with great fon 
Ron Tomberlin, PD, stated that ti 
d.j.'s and a copywriter were on si 
leave and Dewey Long, general nii 
ager, is doubly pounding the pa) 
ment in the absence of two salesnii 
Would you believe it? We have 
cold. Bill Stroupe. promotion dil 
tor." 

And we think we got troubles. 
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WEAU-TV 




sells to one of the richest farm areas 
in the country . . . where more than 2 million co^ys 

create a constant demand for drugs, machinery, 
equipment, buildings and farmers to keep 

Wisconsin's largest industry growing. > 





"T/i€ Big Cheese 




I 



Order a DOUBLE 

for sales strength 

in Wichita Falls, Texas 
and Lawton, Oklahoma 

KSWO -TV 



CHANNEL 7-ABC 













DICKEHS 
0So«i 









the only station 

providing a 
— city grade 

signal 
in both 
markets. 



Here are the 
basic facts— 
KSWO-TV 
coverage includes^ 
the area of 
competing 
stations-PLUS 



new prosperous areas 



5 A 

Cou . 
OKLA, 12 
TEXAS 26 
TOTAL 38 



A 

es 

55 340 
72,800 
128,140 



STATION B 
Countes Homes 
12 55,340 
25 67,240 
37 122,580 



KSWO-TV 
Counties Homes 
21 105,890 
23 79,080 
44 184,970 



KSWO-TV 
in Coverage of 
other stations 
11 54,010 
£2 67,430 
32 121,440 



KSWO-TV 

ADDED 
10 51,880 
_2 11,650 
12 63,530 

(A. C. Nielsen Co. 



epresented 
ationally 
by 



McGAVRENTVJnc. 



NEW YORK CHICAGO DETROIT ST. lOUIS 

60 Eost 56th St 35 Eost Wockcr Drive 1216D mcBdg 7603 Forsy i-e B vd 
SAN FRANCISCO lOS ANGEIES SEATTLE 

no Sutler St. 1741 Ivor Ave. 101 Jones Bdg 



CLARKE BROWN Co. 



DALLAS HOUSTON ATLANTA 

1507 Southland Center 3520 Montrose B vd. 1 182 W Peac^lree St N \S 
DENVER NEW ORLEANS 

233 Guoronty Bant BIdg 910 Roya St. 



